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Increase Washer Sales with APEX 
Every Sale You Lose is a Profit Lost! 


T costs you a definite amount of money to have a person enter 
If your store. If a sale is made, a profit is made—but when the 
prospect leaves without buying a certain loss is the result. e The 
Apex Big 3 Sales Plan is actually increasing sales for Apex 
dealers, aciually selling 3 out of 4 prospects who visit their 
stores. The plan is simple, easy to operate, yet most effective 
and should be used by you. e If you are not using the Apex plan 
and enjoying Apex profits, then write at once for your copy and 
full line appliance catalog. You'll be pleased with the modern 
appliance styling, the attractive prices and liberal discounts. 

Backed by Research 


Apex cleaners, 
washers, ironers, 
and refrigerators 


| are backed by 

. ; Gpex scientific research 
: and 23 years of 

_- of ‘ . manufacturing ex 

-  - ail perience... your 

_ assurance of per 
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APEX ROTAREX CORPORATION « Cleveland, 0. 


Subsidiary of The Apex Electrical Manufacturing Co. 


West of Denver, Apex Rotarex Mfg. Company. Oakland, Calif. 
In Canada, Rogers Majestic Corporation, Lid., Toronto, Ont. 
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Yardstick 


ASHER sales for seven 

months this year reach the 

record total of 1,030,549, an 
increase of 27.77 per cent over the 
same 1935 period. Ironers are up to 
102,988, an increase of 29.61 per cent. 
Secretary Joe Bohnen sends out these 
figures for the American Washing 
Machine Manufacturers’ Association 
accompanied by a bulletin that is a 
complete sales course in one page. It 
deserves a larger audience than the 
Association bulletin reaches, so we 
step aside to make room for fellow 
editor Bohnen. Here it is: 

“The sales report for July shows 
that it was the second biggest month 
the industry ever had. It fell only 
1,007 washers short of equaling the 
best. 

The July total, 169,139 washers is 
the best yardstick a sales manager can 
use for measuring men. 

Electric washers were 57.75 per 
cent ahead of July, 1935. 

No salesman who produced less 
than that gain is keeping up with 
the industry advance. 

Our total for the seven months of 
1936 beats all whole year’s records 
except 1934 and 1935. 

The industry is setting new rec- 
ords for every salesman to shoot at. 

Why not use this story on all your 
men who are not selling up to the in- 
dustry increases ? These are hard facts 
no one can laugh off. They should 
jar the self esteem of any man who 
thinks his 20 per cent increase, for 
instance, is pretty fine. 


A lot of new records will be set 
in the next four months. Salesmen still 
have the chance for real gains, espe- 
cially if they learn that the industry 
in general has been stepping past 
them.” 


Opportunity 


NE indispensible job for Septem- 

ber in every electrical store and 
department is to organize traffic ap- 
pliance stock and display for three 
months cleanup. Toasters, mixers, 
roasters, percolators, waffle irons and 
clocks are bought in great quantities 
in October, November and especially 
December. These items make excep- 
tionally attractive display; they dress 
up the store and window festively. 
And the merchant who has the stock 
makes the sales. As a help to buy- 
ing here are the percentages of the 
last three months of the year to total 
years sales. These figures are from 
records of a large utility operation 
with a number of stores and represent 
from five to eight year averages: 
mixers, 49.4 per cent; coffee makers, 
44.7 per cent; toasters, 44.9 per cent; 
roasters, casseroles and cookers, 34.5 
per cent; waffle irons, 33.8 per cent; 
irons, 29.8 per cent and clocks, 39.5 
per cent. 


Clocks 


F all the innumerable services 
electricity renders, accurate time- 
keeping has become one most appreci- 
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ated. It is so much appreciated that 
people get the electric clock habit. 
They buy one, and a second, and find 
they don’t want to stop. The living 
room and master’s bedroom properly 
clocked, the kitchen follows. The 
children must have their own clocks 
in their own rooms; the guest room 
of course; a clock for the hall; and 
the by-now-confirmed addict to elec- 
tric clocks seeks new rooms and more 
places to equip. This is not so ex- 
aggerated. I know a number of such 
people and not all of them are electrical 
men either. 

The estimated number of clocks in 
use is less than nine million. Divided 
into 21,000,000 wired homes makes a 
fair theoretical saturation. But actu- 
ally the market has hardly been 
sampled. These nine million clocks 
are probably in less than half that 
number of homes, leaving an enormous 
number of people practically clock- 
less ; all potential victims of the pleas- 
ant and beneficial electric clock habit. 

This makes fine business for the 
dealer who is smart enough to display 
a full clock line and advertise it too. 
The manufacturers are of course doing 
their part. There is, by the way, some 
remarkably cheerful looking clock news 
in the advertising pages of this issue. 
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By 


Gerald E. 


Stedman 


OTHING kills like kindness. 

A friend of mine was pro- 

moted to sales manager as a 
reward for his selling prowess. The 
company fitted him up with an ele- 
gant office; beautiful furniture, deep 
carpets, wainscotted walls, a_ red 
leather divan, a bunch of buttons to 
call everyone, a glorious gal to take 
his correspondence, the entire lay-out 
air conditioned, even the secretary. It 
proved his funeral! They sent another 
acquaintance of mine to South Ameri- 
ca to show their appreciation for an 
unheard-of selling record ati he’s 
flopped ever since. Then, there’s Jim 
Doheny who whiz-banged himself up 
in sales success to where he took on a 
coddling wife. Her meals and monkey 
business ruined him. It’s sad but 


true—kindness kills. If you want to 
keep that keen selling edge—don’t be 
kind to yourself and don’t let anyone 
or anything make it too easy for you 
for too long. 

That is an important realization 
right now. It is September. The sum- 
mer is over. The time for vacations 
has gone. Many of us eased up. We 
treated ourselves royally. Lazily loaf- 
ing along lakes, touring the far hori- 
zons, enjoying the dude life of the 
ranch; summer has left its sweet memo- 
ries. Now we’re in the harness again 
—let’s forget being kind to ourselves. 
Just as there is a critical temperature 
in refrigeration, so there is one in 
selling above which the bacteria of 
shiftlessness and the mold of careless- 
ness multiply rapidly. And that dan- 


The time is passing when the 
salesman can dominate the 
customer. Many of them have 
use-experience with appli- 
ances; and a large percen- 
tage of prospects are well- 
informed on the comparative 
merits of various makes. 


gerous zone for the salesman is the 
point at which he tends to perpetuate 
the delightful ease of living which for 
a little time he has so rightfully en- 
joyed. Buckle in! Hustle up! We've a 
Fall selling job to do. 

Retailing affords the greatest oppor- 
tunity to earn and to advance that ca! 
be found in American business tod 
The factory or the field offer no su 
opportunities as does selling. W! 
most other forms of labor are beco! 
ing mechanized or impersonalized 
a collectivism that identifies and 
wards accomplishment by grou! 
retailing has become more humani 
and the focus upon individualism ! 
been greatly increased. In no ot! 
pursuit have you such a _ pers 
chance to shine. Nowhere else 
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you as surely gain from your individ- 
ual prowess. Retailing is worth every 
ability and every spark of energy you 
have. 

Nowhere in the entire retailing pic- 
ture is there such a hopeful chance 
to serve and gain as in the electrical 
merchandising field. While retail 
trade generally is up slightly better 
than 10 percent this year, home appli- 
ance sales are up over 20 percent and 
electgic refrigeration finished the 
half-year over 25 percent ahead, That 
shows where public buying interest 
lies. It indicates that a momentum has 
been established that will spin faster 
towards even more rapid selling this 
fall. All of us who are engaged in the 
retail sales of electrical appliances are 
limited only by the ingenuity, effort 
and ability we have. If you lack a 
proper amount of any of these, devote 
the next few days to a real personal 
inventory of your weaknesses and of 
the barnacles of rust gathered this 
summer that might slow up your sell- 
ng speed this fall. Get yourself a 
mess of determination to improve per- 
sonally. This is the harvest time. 

\s I read the records of nearly 1,000 
appliance salesmen here before me, I 
catch this pregnant deduction and 
wonder why my dumbness has per- 
mitted the thought to escape me so 
long—there is a woeful lack of interest 
among too many salesmen in the pe- 
riodic retraining of themselves. If the 
oldtimers would show as much en- 
thusiasm towards retraining as the 
novices do towards training, new sell- 
ing records would be established. 

The crying need in the appliance 
industries is for the old dogs to learn 
some new tricks. Too often, having 
for years been able to sell sufficiently 
to keep regular family bills paid, the 
old salesman grows contented and 
thinks he knows all the answers. Like 
the kid with a sheep skin from col- 
lege who believes that nothing more 
needs be learned. Selling, however, 
is an art that requires continuous re- 
training. 

Chesterton once said that if you 
leave the old white post alone it will 
become the new black post. Every- 
thing disintegrates when left alone. 
It turns into something else. I know 
many formerly successful salesmen 
who have neglected to keep brushed 
up on the art until now they are no 
longer salesmen—they are the has- 
beens that can be found floating from 
dealer to dealer in every city, living 
on past reputations which haven’t been 
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lately equalled and grumbling because 
newcomers seem to get all the breaks. 
All the while, they neglect the one 
thing that would make them snap back 
—retraining, 

One cannot cover so large a sub- 
ject as retraining in a single article. 
The important element of it is not the 
details of the selling technique but rath- 
er a change in fundamenal attitude. 
Certain misconceptions, caused by the 
fact that a salesman tends to continue 
an attitude after the conditions that 
caused it have imperceptibly changed, 
seem to be the greatest hazard. The 
correction of these is the most signifi- 
cent retraining job. 

All salesmen realize the fresh sales 
stimulation that can be gained from 
product redesign. Take the good old 
washer with which there are few func- 
tional faults and dress it in new color 
and streamlining. Immediately it has 
new eye appeal. It attracts greater 
interest. It captivates greater buying 
desire. The same thing is true of 
salesmanship. If, by retraining of at- 


titude, the salesman adds new color 


case reports of oldtimers—I see a few 
basic misconceptions which appear 
often enough to merit general discus- 
sion. It is these which I desire to 
set down in the hope that they may 
give direction to your retraining that 
will make you an even more success- 
ful salesman during this harvest pe- 
riod we are in. Let me give you a few 
important questions to ask yourself. 

“Do I keep thinking about the com- 
mission to be gained rather than the 
service to be given?” This is not 
alone the frequent mistake of some 
oldtimers but of all appliance sales- 
men whose production is constantly 
slowed up by go-getting rather than 
go-giving motives. They argue about 
commissions, complain that others have 
stolen their prospects, argue about 
splits, refuse to cooperate, think that 
the world exists for them alone. They 
never feel as if they get what they 
deserve. 

The fact is that earnings are the 
result of services rendered and they 
can only be increased as the salesman 
talks more effectively with a greater 





and streamlining, he can surely expect 
a greater ratio of prospects to calls and 
of sales to prospects. Too often, the 
salesman has approached a prospect 
so repeatedly in the same way that 
the prospect has acquired the habit of 
saying “no”. An approach from a 
fresh angle with a colorfully fresh 
appeal can break up the jam. Try it 
and see. 

As I read these salesmen’s records— 
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number of people each week. When- 
ever an appliance is sold, the salesman 
renders that customer a great service 


which justifies the commission he 
earns. 
The greatest earners I have ever 


known among appliance salesmen are 
those who seldom think of the commis- 
sions. But they do consider their re- 
sponsibility to introduce product use 
values to the greatest number of fam- 


ilies as the constant religion which they 
keep always excited about. They have 
an evangelistic zeal that drives them 
on to excessive sales labors as late at 
night as they can find anyone out of 
bed to talk with. They do not let up 
when a nest-egg is tucked by of suffi- 
cient size to coast for a week. They 
insist that the commission arrangement 
is fair but they know that they can’t 
spend a percentage—so they choose the 
product for which they can demonstrate 
the greatest household service rather 
than to center on the bloated commis- 
sion possibility of shoddy and unknown 
appliances. 

Do this before you say I am wrong 
—forget salaries, bo- 
nuses, drawing 
accounts and every financial considera- 
tion for 30 days (as long as the basic 
line-up is fair) and determine during 
that time to render the greatest serv- 
ice you can in the most efficient way 
to the greatest number of people. See 
your earnings vault. The most sure 
and selfish way to gain is to be selfless 
in your interest to extend the advan- 
tages of the appliances you sell to a 
greater number of families. Idealistic ? 
Hell no! Just the shrewdest kind of 
selling sense. 

“So many home appliances have been 
sold, I really believe it hard to find 
anyone remaining who really wants 
to buy.” 

Far better than half of the families 
along any street do not as yet enjoy 
the convenience and enjoyment of any 
one or more of the major home appli- 
ances. Don’t tell me that they would 
not like to possess the added comfort 
and leisure such ownership could af- 
ford. Never having enjoyed it, they 
will probably appreciate them all the 
more. Most of the group who own, 
really bought them of their own voli- 
tion. It didn’t take much of a selling 
job. This great group who have not 
yet enjoyed them are only waiting for 
a real salesman to educate them to 
these advantages, demonstrate to them 
that they can be owned (often at less 
cost than to be without them) and to 
give them sound reasons why they 
should no longer delay such owner- 
ship. They are waiting for legitimate 
excuses to remove their buying fears. 
They want to buy so badly that they 
avoid exposing themselves at a store 
because ignorant of facts, they feel 
they cannot afford. 

They want to be sold just as cer- 
tainly as a man wants to be rescued 

(Please turn to page 47) 
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PECIALLY trained women are 


swinging up the sidewalks of 


homes in St. Louis areas where 

ice men still do a thriving business 

ind carrying the story of electric 

retrigeration to the housewives who 
operate on a modest budget 

It is the first time that women hav: 

been employed on an extensive scale 


here to unearth 
and tell them thx 


tr 


retrigerator buyers 
advantages of elec 
ic refrigeration once a_ friendly 


understanding is reached 


The F. G. Nicolay Co., of St. Louis. 
one of the largest Frigidaire refrig 
ration and r conditioning dealers 


if the West, decided carly last Spring 
to try out personable women on the 

digging up electric refrigerator 
prospect interviewing the house 
them interested to 


the point where they would come in 


for a floor demonstration 

lhe first woman interviewer em- 
ployed ha sistently earned com- 
bined salar ind commission of not 
less than $25 a week, working som 
five hours i day five days a week 
Still othe have been employed and 


they have produced sales that more 


than justifies their salary, says Nico 
lay ‘he women are paid 2 per cent 
commission mn every sale resulting 
their home interviews, and 
ich is deducted from the salesman’s 
l2 per cent earnings The F. G 
Nicolay Company pays the salary 
Practically ill ales are cl sed by men 
If the ippointment is made a car 
ent to tl rospect’s home and she 
whisked I k. G. Nicolay Com 
ny han é d air conditioned 
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Marion Goldsberry of the Nicolay staff 
of women prospect getters shows a young 
housewife on Madison street, in St. Louis, 
the Frigidaire refrigeration line. 


1) 








F. G. Nicolay Company, St. Louis, 


employs trained women canvassers 


to dig up prospects and arrange dem- 


onstrations for salesman-closers ... 


They do their stuff, too. 


By Howard Barman 


sales room at 3414 Lindell boulevard 
for a floor demonstration. 
Che psychology of employing a 
She'll 
knock on a door and the housewife 
“She’s a 
blonde,” says the homemaker to her 
self. “I like that hat of hers. I'll 
see what she wants and get 


look at it.” 


Che net result of the experiment in 


woman business getter is this: 


looks through the window. 


a good 


employing the first inter- 


refrigerator 


woman 
viewer is the closing of 
sales to 16 prospects whom she had 
interviewed in the first 35 days of her 
employment. She accounted for about 
40 per cent of the 38 sales closed in 
the 35 days by the salesman who 
collaborates with her and who is one 
of the best sales closers in the Nicolay 
organization 

» begin this 


The second woman t 


type of survey work is earning com- 
missions on an average of two sales 
a week. The third woman employed 
is equally successful. They began 
training for this work several weeks 
following the employment of the first 
woman. 

A study of the experiences of these 
workers shows that they are able to 
make successful contacts with poten- 
tial buyers of major electric appli- 
ances which men cannot reach in 
ordinary canvassing. 

A young housewife who had been 
interviewed said to Viola Sabo, the 
first woman employed to make sur- 
veys for prospects: “We're giving a 
Will you 
You won’t need to bring a 
Mrs. Sabo accepted and at 
the little party she made the acquain- 
tance of potential buyers. 


shower on a _ bride-to-be. 
joO1In wus. 
present.” 


They leave 
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their 


cards everywhere they go. 

Then there was the Clay School 
Mothers Club party for members and 
friends. Invited to attend Mrs. Sabo 
was asked to tell her hearers some- 
thing about the new electric ranges. 
“If you want a demonstration give 
me your name and I'll arrange it for 
you,” she took occasion to say. Nine 
women said they were interested 
enough to go and see a demonstration 
More potential prospects. 

A woman was ironing one afternoon 
Mrs. Sabo stopped in to see her. She 
was indisposed and had to stop to 
rest. “I'll do those few pieces for 
you while you rest,” said Mrs. Sabo 
“She has been grateful and I’m getting 
tips from her on friends 
interested in buying an 
refrigerator.” 

Laundry day does not scare these 
interviewers away from homes. “! 
can hear the washing machine going 
when I enter the yard,” says Florenc« 
Goldsberry. “I don’t knock. I walk 
to the basement door and call out 
‘Need any help with your washing ”’ 
There is a little kidding and she will 
stop her washing to talk. ‘Don’t say 
I gave you her name,’ and she will 
give names of prospective buyers 

Housewives are cordial to them 
say these interviewers. No door sla 
ming, or curt replies. Frequently 
of them have been invitec in to ha 
lunch where they 
around the noon hour. 

“I don’t open the door if a man 
there,” said a timid woman one d 
to Mrs. Goldsberry. 

Undaunted by his protest that 


who are 
electric 


have made c: 
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girls will jump on the running board 
of Mrs. Goldsberry’s car. They all the name of the refrigerator 
know her. electric appliances and of the retail 
selected 
women 
part 
are 


idy of the house” was not buying 
ything today, Mrs. Goldsberry had 
assure her husband who was in_ in the neighborhood. 
ont of their home that she was not 
gaged in selling. “We're showing whom they work at an agreed upon 
place in their district at 3 p. m. daily. 
Possibly 
have been arranged with the prospect 
for the sales closer. 


e Frigidaire line,” said the former. 
“We want a refrigerator,” said the 
a paper hanger by occupation. 
‘ome on in and talk to my wife.” 

Frequently th: interviewers are _ calls made that day is given. 
eeted by the children: “There goes 
Frigidaire lady.” The boys and viewer makes an average of 25 calls 
a day or 125 in a week, she is putting 





type of business getters are house 


for their capacity to meet siderable number of potential buyers. 
of all social strata, “to be a Good 
them.” This Summer they different ways. 
meeting housewives whose hus- stopped at the home of a young house- 


bands’ earnings are in the lower wife and engaged her in a friendly 


brackets. In the Fall, they'll call on _ talk. 


women who are accustomed to things 







































Martella Perry, another Nicolay "prospect 
surveyor,” opens up her zipper in front of 
a neat and modest home on College ave- 
nue, in St. Louis. The mother's little girl 
looks on. 


Elam Wright, successful Nicolay sales 
closer, is making an appointment for a 
demonstration arranged for him by Viola 
Sabo with a young woman on North 23rd 
street, in St. Louis, who plans to be married 
and wants an electric refrigerator. Mrs. 
Sabo collaborates with Wright in unearthing 
electric refrigerator and range prospects. 
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rhey assiduously 
cultivate the acquaintance of everyone 


besides necessities. 


The women meet the salesmen with 


A report on the 


Assuming 


are accumulating in 
A woman interviewer 


Nicolay salesman had 


called on her sometime ago. 


she come in tonight for a demon- 
stration? Certainly, and the young 
woman came in and bought a refrig- 
erator. The interviewer’s visit re- 
vived her interest in the Nicolay line. 

One of the interviewers was turning 
in the names and addresses of about 
10 prospects a day. The salesman 
who worked with her couldn’t pos- 
sibly make and keep appointments with 
10 persons each day. Demonstra- 
tions consume considerable time. Of 
course they were not all “prospects.” 
More extensive training will teach the 
inexperienced solicitor the earmarks 
of a real prospect. ° 

Nevertheless 10 consumers of the 
number of names she turned in dur- 
ing a five-week period bought refrig- 
erators. The salesman working with 
her could not possibly see all of the 
prospects turned in and naturally not 
all of these 10 families bought the 
make of refrigerator sold by Nicolay. 
And of course not all of them would 
have bought one make even though 
the salesman had been able to give 
each buyer a demonstration. 

In Greater St. Louis, as of January 
1, 1936, the estimated total of electric 
refrigerator units operating is 155,875. 
The number of homes with electric 
meters is slightly in excess of 300,000. 
This gives a saturation point of about 
50 per cent. Or stating it another 
way, the people with incomes in the 
upper, middle and some of the lower 
brackets have electric refrigerators. 
Which means that these interviewers 
must work among families in the 
lower income brackets. And the cur- 
rent figures show that only 5 to 10 
per cent of the families living on 
streets where people of + the lower 
income brackets reside are able to buy 
a major appliance. The others are 
WPA workers or they have a poor 
credit rating. 

When that season of the vear comes 
which will find women thinking more 
of cooking, Nicolay will send the 
interviewers into the West End dis- 
tricts of St. Louis and St. Louis 
County where the electric refrigerator 








has been in the kitchen for some time 
to unearth electric range prospects. 

“Here in St. Louis,” says Nicolay, 
“we have open weather until December 
and they will be able to work out of 
doors every day except when the 
weather is inclement.” 

Nicolay still considers the method 
of employing women to pave the way 
for electric appliance sales to be in 
the experimental stage. But the indi- 
cations are that when some rough 
spots are ironed out it will be satis- 
factory. 

“I am convinced,” says Nicolay, 
“that the plan of employing women to 
look up prospective buyers and get 
their interest in our line is fundamen- 
tally right. If we fail it will be my 
conviction that the human element 
failed and not the method.” 

The decision to employ women busi- 
ness getters was quickly reached one 
day at the Nicolay offices. 

“I’ve got a hot prospect at 6300 
South Compton,” said a fellow sales- 
man to Elam Wright, who had re- 
signed as sales supervisor which 
burden he had carried nine years to 
re-enter the selling ranks. It had 
looked to Wright like more money 
without the responsibility of sales 
supervision. 

The men found out to their dismay 
that no one at 6300 South Compton 
was in the market for a refrigerator. 
“A wild goose chase,” commented 
Wright and making no attempt to 
conceal his chagrin. “And we passed 
scores of homes with ice cards in the 
windows.” 

The sight of ice cards got Mr. 
Wright to thinking about the failure 
of many salesmen and men canvassers 
to persuade housewives to come in for 
a floor demonstration. It’s laundry 
day, or she is sick. And the salesman 
goes his way, perhaps not to return. 
He went to Nicolay with his idea 

“Why not employ a woman on a 
salary and have her interview house- 
wives buying ice,” he said. “She can 
tell housewives how we can be help- 


(Please turn to page 5la) 
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Attach piece of sponge rubber 


stout wire. The to-and-fro motion of the arma- 
ture kicks the disc around as you would with 


your finger. 


touches the edge of disc each time. 


speed by pressure of 
and by 


armature, if necessary. 


finger’ 


edge, counterweiqht to 


Vegetable Shredder Display 


| N this vegetable shredder motion 
lisplay ot the Consolidated Edisor 
Co., New York, is seen quite a differ 
ent merchandising viewpoint 
the Macy display. The 


display is a demonstrator display and, 


from 
Consolidated 


therefore, calls primarily for contin 
display itself— 
the display tells the whol story. 


ued attention to the 


In the display shown a heat motor 
drum, with 
shreds painted on the drum, give the 
illusion of 


and revolving vertical 


shreds from the 
However, an- 
other suggestion is made by Mr. E. E. 
Gregory, of Gregory Motors, in dia- 
gram No. 2. The outside disc of this 
idea is stationary and should be painted 
a neutral color. The inner disc revolves 
and carries pictures of three different 


flowing 
shredder into a bowl. 


kinds of vegetables in the inner circle, 
and three different kinds of shreds on 
When carrot-red 
seen in the upper cut-out 
segment carrot-red shreds are follow- 
ing in the lowet 


the outer circle 


carrots ar¢ 


Each color scheme 
is different and realistic. 

This is a trick display that will 
cause people to wonder how it is done. 
Very often how 


the trick is accomplished turns atten- 


concentration on 


tion away from the selling thought, 


but in this instance, where the trick 


is sO neatly tied to the idea of what 
i shredder ictually does, attempts to 
solve the puzzle do no harm 
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to end of 


Adjust rubber “finger” so it just 


against disc 
slow the 


Adjust 





A New York Consolidated Edison 
motion display which enables a pedes. 
trian to quickly visualize the service fea- 
ture of a shredder. 


Two painted circles. The outside one shows three different whole vegetables; 


the inner circle the same vegetables in shreds. 





The arrang + of tric 


circles, as shown, causes the shreds to follow, in the lower cut-out, the vegetable 
from which they are cut. Leave a little spacing between each group of vegetables 
and shreds to avoid overlapping. 


Diagram No. ? shows how simply 
the inner disc may be revolved by a 
reciprocating solenoid. The sponge 
rubber acts very much the same as a 
human finger would under similar cir- 
cumstances. 
cured by 


Any speed may be se- 
tilting the rubber “finger” 
up or down. The slighter the impact 
of the “finger” against the edge of 
the cardboard disc the faster the sole- 
noid works, and vice versa. How- 
ever, as the motor in this case is 
called upon for so little power, it may 
be necessary to add counterweight to 
the armature to secure the low speed 
required. 


Better Light—Better Sight 


66 ATS can See in the Dark—Chil- 

dren Can't” strongly emphasizes 
the idea of Better Light Better Sight. 
Che layout is excellent. In this Consoli- 
dated Edison, New York, display the 
light in the panel goes on and off, on 
a flasher. However, this display may 


be made more spectacular by making 
the cat a cut-out, and projecting tabby 
one-half inch forward. Then fasten 
his tail to an axle, and the other end 
of the axle to a solenoid, thus making 
it swish back and forth. Go still 
further, if you will. Cut out the cat’s 
eyes and paint them on a transparency. 
Behind the eyes place a shadow box. 
Refer to diagram No. ? and note that 
it has two mercury switches, set in 
opposite directions. The upper switch 
may be attached by means of tape, or 
in another half-hard brass holder sol- 
dered to the holder of the regular 
switch. The added switch should con- 
trol the lower panel, while the regular 
switch controls the lamp behind the 
cat’s eyes. Cut the lamps in multiple, 
and not in series with the motor. Be 
sure not to overload the extra switch; 
use one large enough to carry the 
load. The swing of the solenoid pen- 
dulum should be fairly slow, which 
is easily secured by adding counter- 
weight to the cat’s tail, or otherwise. 


Small Appliance Display 


HE show windows of R. H. Macy 

& Co., New York, are universally 
recognized as extremely good show 
windows. And they’ve got to be good 
because window space on 34th St. costs 
real money. When a department of 
the Macy store is assigned a window 
you may rest assured that a very sub 
stantial sum of money is 
against the operating cost of that de 
partment for the use of such valuab! 
space. Therefore, that show window 
must repay the cost plus a profit 
Hence the frequent use of motion 
Macy windows. 

The window reproduced abeve 1s 
an example of Macy window methods 
in the sense that the space devoted to 
the motion is relatively small; plent 
of space is left for a large assortme! 
of table appliances. The action 
not only active but it is conspicuous 
and whimsical. The cartoon id 


assessed 
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The 
First of a New 
Series of Articles 







By 
I. L. Cochrane 


Wisedeoes . 


CATS 
CAN SEE 


im the dark 
- CHILDREN CANT 







And How To Build Them 


when aptly applied, is always a great 
attention getter; and that attention in 
in this instance is immediately drawn 
to the snappy selling slogan. The 
motion being so simple it retains no 
interest after it has secured attention 
—the mind is immediately carried to 
that hard-to-beat challenge, and thence 
to the merchandise. And, a challenge 
framed in whimsy is a far more 
graceful presentation of a challenge. 
You may have 50 or only 10 values 
hard to beat. Or, you may prefer to 
offer the hard-to-beat idea of quality. 
Any number of variations will im- 
mediately suggest themselves. 
Another feature of this small-sized, 
conspicuous and active cartoon dis- 
play is the simple mechanism required. 
Merely an invisible extension of the 
moving cut-out arm attached to the 
swinging armature of a solenoid. 




















































































Diagram of woman beating 
carpet as shown in the 
photograph of the Macy 
window. For detail con- 
struction see right 
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New York Consolidated Edison joins 
the Better Light Better Sight campaign 
with a motion display which dramatizes 
the need of correct lighting for children. 





Two mercury switches set in opposite 
directions which make a two-way 
flasher operated by the motor. Pendu- 
lum motion and a two-flasher all in one. 

The Gregory solenoid, or pendulum 
power unit, is one of the most simple 
and sturdy devices recently developed 


for animating small displays. .It runs 
on all 110-volt currents, and has only 
one slow-moving bearing. As the motor 
element is a pendulum armature, by 
means of this and counter balance on 
some one of the moving parts, speed 
regulation is a very simple matter. The 
uses shown are just a few of the many 
ways it may be applied to set up 
reciprocal and rotary motion, as well 
as multi-motion effects. This device is 
manufactured by Eli E. Gregory, 59 East 
34th. St., New York, N. Y., and the list 
price is $4.00, each. 





Magnetism one way and gravity the 
other, plus leverage and counterbalance, 
form a pendulum which makes the 
woman's arm swing back and forth. 
Distance between pivot points for cor- 
rect speed and best effect may be 
quickly determined by a few experi- 
ments. 


A Macy show window with a com- 
paratively small and whimsical motion 
element, designed to stop more people 
and thus attract more attention to a 
price challenge on a variety of displayed 
table appliances. Motion section by !n- 
dustrial Displays, New York. 
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Zone EASY Washers 


Sensational new washing action ... PRESENTED IN 5 NEW 




















MODEL 28—A big, fast EASY in the staple price line now made better than ever 
with addition of the exclusive EASY Turbolator washing action and the new 
“SAFEGUARD” wringer, with its new massive eg: new sturdiness of con- 


struction. New clothes-guide board covers drainboard, increases personal safety. 
Guardian safety release, Super-safety roll-stop control. New pleasing design—new 
chrome tension adjuster. Balloon wringer rolls —self-reversing drainboard. 
Available with or without electric pump—electric or gasoline motor optional. 


1937 EASY TURBOLATOR WASHERS 








MODEL 4D 


Combines the exclusive EASY Turbolator 
washing action with the exclusive EASY 
Damp-Dryer water extractor that (1) Assures 
absolute personal safety (2) Saves washing 
time and labor (3) Saves mending time and 
labor (4) Saves ironing time and labor (5) 
Saves special treatment of special articles (6) 
Saves putting off washing on rainy days (7) 
Saves time on the line (8) Saves extra rinsing 
equipment and room. 

EASY Electric Pump—Big Rubber Casters 
— Electric Cord Holder. 





MODEL 38 


Modern design in keeping with the charac- 
teristic beauty of the EASY “B” series. 
TURBOLATOR 3.Zone Washing Action 
washes all the clothes all of the time. 
SUPER-SAFETY Wringer—with Guardian 
Bar release that affords automatic protection 
-throws rolls wide on contact—stops roll« 
revolving—prevents accidental restarting 














MODEL 48 


New larger tub for increased capacity and 
washing speed. 

TURBOLATOR 3-Zone Washing Action 
washes all the clothes all the time—faster, 
cleaner and with less wear. 

SAFETY wringer —Guardian Bar release 
automatically throws rolls wide apart on con- 
tact. Self-reversing drainboard returns water 
to proper tub. 








MODEL 58 


The lowest priced washer in the EASY line 
—designed in harmony with modern lines 
and simplicity of entire “B” series. Excep- 
tionally large tub for extra capacity and speed. 
TURBOLATOR 3-Zone Washing Action. 
AUTOMATIC wringer with (1) Strike-type 
safety release (2) Self-reversing drainboard 
(3) Semi-soft balloon type wringer rolls 
protect buttons. 





GASOLINE MOTORS FOR 
HOMES WITHOUT ELECTRICITY : 


At last a washer has been made that fits the needs of every family without electricity. EASY 
Turbolator Models 2B, 3B, 4B and 5B are all available with 4 cycle Briggs-Stratton gasoline 
motors in a price range that means more sales, more profit, for you. 
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Score National Sweep, 


NEW WASHING METHOD CONQUERS LOW AND MEDIUM 





PRICE FIELD IN A FEW SHORT MONTHS 


Over 100,000 already in users’ homes 


|), = the first time—a washer that really washes all the 
clothes all the time, yet retails at prices competitive to ordinary 
under-water impeller methods. A washer that is new and dif- 
ferent, yet already proved spectacularly better: by exhaustive 


laboratory tests . . . by actual competitive demonstration . . . 


and by sale and use in over 100,000 homes. Hundreds of deal- 
ers all over the country are stepping up their profits with this 
outstanding new washing principle, backed up with complete 
advertising and merchandising support. Simply write or wire 
and we'll send you our money-making plan. 





No complicated explanation is necessary. Just by looking at 
this simple chart, anyone can quickly understand why the new 
3-Zone action of the EASY Turbolator is far in advance of or- 


| 





SEE THE DIFFERENCE! 


dinary washing methods. There’s big money selling EASY with 
this outstanding Turbolator feature—dealers all over the coun- 
try report increases of 20%, 30% and even 504 on profits. 




































NEW WAY WASHES NARROW FEEBLE ACTION OLD WAY 
New Easy 3. | ZONE THOROUGHLY | | WASHING VANES — CLOTHES Seite ene 
ee action. 1 AT_TOP AT TOP FLOAT ing actions wash 

ashes thor- ° ° WASHES SLIGHTLY INCREASED thoroughly in 
oughly at top, ZONE « 3, moder- 
= OE c) mous | | asin es ic | noe: ma 
tom. Washes ail © ° AT_ MIDDLE AT_ MIDDLE SEMI-EFFICIENCY feebly or not at 
the cloth il ASHES LARGE ll in zo R 
the time. bias ZONE e * auannt WASHING VANES CLOTHES all in zone 

3 Seat AT BOTTOM AT BOTTOM 




































WASHER DEALERS: Investigate this spectacular new 
patented EASY invention that gives you such a powerful advan- 
tage over competitors in the low and medium price washer 
field. At the same time check up on the extra-profit opportunity 
EASY offers you in its complete line of washers and ironers. 





Exclusive advantages and features give you unrivaled op- 
portunities—Complete sales helps and sales training assist- 
ance show you how to cash in. Ask to see the new 1937 
book that explains the entire EASY sales plan . . . write or 
wire now to Easy Washing Machine Corp., Syracuse, N.Y. 
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STATISTICAL BAROMETER 


A DIGEST OF FIGURES INDICATING THE PROGRESS OF ELECTRICAL APPLIANCE SALES 


W asher sales far 
tions for July 
57.5% and establishing July 1936 as the 
second largest month in the history of the 
industry For the seven ; 
with July, total sales of 


exceeded expecta- 
surpassing July 1935 by 


months ending 
household elec 
increase of 30.6% 


tric washers show an 
bove the same total for 1935 Foll 


Ow 
1~ are estimates of industry sales. com 
piled by the American Washing Ma- 


Manufacturers Association 


JULY 193¢ 147,986 washers 
1935 13, 809 washers 
FIRST 7 MOS. 193 909,079 washers 
} Vos. 1 "31 washers 
oaturatior inuary 1936 10,346,482 
rm r 48.8 tal wired homes 
. 
1c 
\iter three months of only moderately 
urpassing comparative sales of 1935, 
: . 
ironers took a sharp upturn in July and 
outranked sales of July 1935 by 39.2% 


Thus, total sales of household elec tric 
ironers for the months of January to July 
inclusive are 29.6% ahead of comparable 


ales of 1935 Following are estimates 
f the American Washing Machine Manu 
tacturers Association of industry sales oj 
h usehe Id electric Ironers: : 

JULY 193¢ 14,944 ironers 
Iuly 1935 ..«++ 10737 troners 


FIRST 7 MOS. 1936 102,988 ironers 

First 7 Mos. 1935... 79,499 troners 
Saturation, January 1936—1,031,802 

homes, or 4.9% of total wired homes 


¥AS WASHERS 
Che rate of progress over 1935 set by 
gas engine washers in June was closely 


complied by Marguerite E. Cook 


adhered to in July, when sales mounted 
35.1% above July 1935. This, together 
with the large increases of 38.0% in June 
and 29.1% in January, helped to eradi- 
cate the decreases of February, March 
and April, and sent the seven months’ 
total up 10.9% beyond the similar total 
of 1925. Following are estimates of in- 
dustry sales of household gas engine 
washing machines, prepared by the Ameri- 
un Washing Machine Manufacturers 
\ssociation : 


IULY 1936 . 21,153 gas washers 
luly 1935 ee 15,660 gas washers 
‘IRST 7 MOS. 1936 .121,470 gas washers 

irst 7 Mos. 1935 109,544 gas washers 


REFRIGERATORS 


Household electric refrigerator sales in 
July maintained with ease the rate of in- 
crease established by previous months of 
1936, extending 33.0% ahead of sales of 
July 1935. For the seven months ended 
with July, total sales of household electric 
models are reported to be 30.7% in ex- 
cess of last year’s corresponding sales 
Following estimates of industry sales 
have been prepared by the Edison Elec- 
tric Institute, based on NEMA reports 
for its refrigerator membership: 

JULY 1936 . 205,098 units 
July 1935 . ae . 154,227 units 
FIRST 7 MOS. 1936 .....1,646,657 units 
First 7 Mos. 1935 ... 1,259,696 units 


VACUUM CLEANERS 


Vacuum cleaner sales continued strong 
throughout July. According to a release 
from the Vacuum Cleaner Manufacturers 
Association, sales of floor models were 
21.8% higher than sales of July 1935. 
The total seven months’ period ended 


with sales 28.3% above corresponding 
sales of 1935. 

Unusual activity in hand cleaners in 
July resulted in a gain of 30.3% over 
sales of July 1935, and 12.1% for the 
total seven months’ business compared 
with similar months of last year. 


ius 2. See 71,628 floor cleaners & 
18,765 hand cleaners 
Jay 1935 ..0c00. 58,800 floor cleaners & 


14,400 hand cleaners 
FIRST 7 MOS. 1936.636,832 floor clean- 
ers & 187,469 hand 
cleaners 
First 7 Mos. 1935 .496 372 floor cleaners & 
166,308 hand cleaners 


Saturation, January 1936—10,241,579 
homes, or 48.3% of total wired homes. 


RANGES 


July sales of household electric ranges, 
as reported by NEMA for its range mem- 
bership, advanced 44.9% over July 1935. 
Total sales of the same manufacturers in- 
dicate a rise of 49.1% for the seven 
months’ period over comparable sales of 
1935. Following are figures, gathered by 
NEMA, which include the sales of 12 
range manufacturers in 1936 versus 10 in 
1935: 

JULY 1936 ...... 23,981 units, valued at 
$1,678,064* 

FOR TS Sci dinees 16,555 units, valued at 
$1,127,173 

FIRST 7 MOS. 1936. 182,383 units, valued 
at $12,665,094 

First 7 Mos. 1935.122,282 units, valued at 
$8,080,539 


*Manufacturers’, not retail, value. 
Saturation, January 1936 — 1,449,250 


homes, or 6.8% of total wired homes. 


WATER HEATERS 


An increase of 28.0% in unit sales of 
household electric water heaters, of the 
storage tank type, was apparent in the 
NEMA report for July 1936 compared 
with July 1935. The report likewise in 
dicates total sales for the seven months oj 
1936 at 30.4% above corresponding sales 
of 1935. In both cases the figures relate 
to the unit sales of the NEMA water 
heater membership, composed of 9-10) 
manufacturers in the two periods: 


2% @ Ten 7,002 units, valued at 
; ) $ 343,606* 
De SOO nciankede 5,469 units, valued at 


$ 269,511 

FIRST 7 MOS. 1936.47,161 units valued 
at $2,217,026 

First 7 Mos. 1935. .36,173 units, valued at 
$1,788,622 


*Manufacturers’, not retail, value. 


—————— 


STOKERS 


The following gains in stoker sales 
were reported by the Department of Com- 
merce for July 1936 versus July 1935, on 
the basis of figures supplied by 108 manu- 
facturers: Residential stokers (class 1, 
capacity less than 100 Ibs. coal an hour) 
91.1%: apartment house and small com- 
mercial models (class 2, 100 to 200 lbs. 
coal an hour) 66.3%; small industrial 
stokers (class 3, 200 to 300 Ibs. coal) 
54.2%. 


For the seven months ended with July 
1936, the total increase in stoker business 
has been as follows: residential stokers 
101.9% ; apartment house and small com- 
mercial stokers 42.9%; and small indus- 
trial stokers 40.9%. 


Seven Months Comparison Major Appliance Sales 
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THE BELMONT ' 
Hotpoint’s popular style 
leader. 


ELECTRIC) 





OTPOINT?’S Fall sales activity has met 

with enthusiastic response. The ELECT 
ELECTRIC COOKERY campaign and the timely 
way in which all promotion material, newspaper 
advertisements, direct mail, contest material, etc., 
have utilized the election theme, stirs the interest 
of employees and salesmen. 

Now Hotpoint adds further stimulus to the 
ELECT ELECTRIC COOKERY campaign by 
announcing a special merchandising offer on the 
BELMONT Range. 

Get in touch with the Hotpoint representative 
in your district at once. Ask him for full informa- 
tion. See how readily the ELECT ELECTRIC 
COOKERY campaign material can be adapted to 
your individual needs. 

Now is the time to get a real sales activity 
under way for Fall. Ask for full details today. 


EDISON GENERAL ELECTRIC APPLIANCE CO., INC. 
5620 West Taylor Street, Chicago, Illinois 





HOTPOINT 


CHRISTMAS CAMPAIGN 


Another of the famous “What 
Mother Really Wants” sales 
activities will be announced in 


the October issue. Watch for it. 


Hotpoint’s Hi-speed heating 
unit, is sealed in inconel metal. 
Watch the SATURDAY 
EVENING POST for the 
dramatic story of Calrod’s 
speed, durability, and long life, 
which is being told to millions 
of electric range prospects. 








RANGES 


WATER HEATERS 
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Selling Lighting 


means more than 


elling Lamps 











Miss Beth McArthur loading her car with equipment which she has chosen for 
@ specific residence and which she will install and demonstrate in the home. 


YHEN, a short time ago, the 
Colonial Premier Company of 


nanutactured its mil- 


{ hicago 
nth lamp, it presented it as a trib- 


ute to F. M. Ker 


Montana Power Company in recogni- 


president of the 
tion of the excellent work which that 
ympany has done in promoting “sight 
The tribute 
is deserved, for Montana ranks first 


protection consciousness.” 


the lighting standpoint, reckoned on a 
population basis 

The work started early, and 
lirection of J. C. Ryan, com- 
McGonigle, 


undet 


lercial manager, D. | 


anager of lighting sales and R. E 
McDonough, general lighting director, 
t has become one of the most im 
tant phases of the Montana Power 
Company's relations with its custom- 

At fis t wa uinly a question of 
yuilding vad The Setter Light- 
Bette Sight n appealed to 
the Company from the start and it 
PAGE 12 


placed an order for $40,000 worth of 
1.E.S. lamps—the very first large or- 


der tor these lamps which was received 
trom anywhere in the country. Prac 
tically, this meant a problem in lamp 
selling. The public was accustomed to 
buy bargain merchandise in department 
tore basements—would it absorb such 
1 quantity of higher priced lamps? 
[t did and asked for more. Up to date 
28 carloads of L.E.S. lamps have been 
id by the Montana Power Company 
in its territory in price ranges from 
$6 to $37.50. And that.is quite a 
quantity of lamps. 


But that is a small part of the story. 


For the company soon realized that it 
was selling lighting rather than lamps 
and that to do this properly meant 


something very fundamental. In order 
to do a good job in the lighting field, 
it was frequently necessary to rewire 
the whole house. It was sometimes 
necessary to start at the beginning and 
to change the whole attitude of the 
customer toward electric service and 


The Montana Power Company gets down 


to fundamentals in doing one of the best 


lighting jobs in the 


country . .. 28 


carloads of I. E. S. lamps sold to date 


By Clotilde 


its part in home convenience. And so 
the Montana Power Company decided 
to start at the beginning and do just 
that. 

At first they employed a crew of 
lighing girls and operated this house- 
hold demonstration service very much 
as other companies did in every sec- 
tion of the country. But they soon 
became dissatisfied. Customers were 
tremendously interested in learning 
that their homes were underlighted 
and sometimes they bought a carton of 
larger lamps or a new portable to rem- 
edy the situation at its acutest point. 
But sometimes they did not. They 
would like to make a good many other 
improvements in their homes, too. It 
was easy to forget about the impor- 
tance of eyesight and the health of the 
family and to relegate the necessity for 
better lighting into the same wishful 
future where lay also the new auto- 
mobile and the rug for the parlor they 
had been wanting for so long. 

The Montana Company decided that 
the trouble was they were diagnosing 
an old ill, rather than trying to sell 
a better service. Wouldn't it be a good 
idea to let the housewife see what her 
home would look like if the new light- 
ing which the power company was 
recommending were actually installed ? 
This plan was adopted. The lighting 
demonstration girls—and there are 
twenty of them in the field, now make 
home appointments as before, explain- 
ing the use of the light meter and 
showing the housewife where her 
rooms are inadequately lighted. Then 
the girl says, “Now may I show you 
what your home would look like if all 
this lighting were actually installed ?” 


Grunsky 


Whereupon she returns to the com- 
pany offices, loads up her machine with 
lamps of the various types she deems 
will best fit into the home’s surround- 
ings and proceeds to make over the 
house she has just visited. Some 
times, of course, it is only possible 
to obtain consent to the installation of 
a lamp in the living room, but wher- 
ever possible she covers the whole 
home. She puts shaving lights in 
the bathroom and sidelamps at the 
bureau in the bedroom. She provides 
for reading in bed and sees to it that 
there is a light over the sink and gen- 
eral adequate illumination in the kitch- 
en. She. lights the basement stairs 
and sees to it that father can read his 
paper and mother can have her bridge 
game and Johnny can study his les- 
sons without eyestrain or glare. And 
then she leaves this lighting for the 
family to enjoy for a day or two. 
Sometimes it stays in a week—some- 
times even longer. Which means, oi 
course, that in nine cases out of ten, 
it stays permanently. For once the ade- 
quate lighting has been enjoyed, it is 
really impossible to return to older 
inadequate standards. Many times the 
entire installation has been sold just as 
it was installed; generally the major 
portion of it remains. Frequently sales 
of lighting equipment sold in this 
way run well over $100. 

This is a cooperative activity. The 
company encourages the sales of I.E.S. 
lamps through dealer channels and in 
all its lighting ads runs the “See your 
dealer” sub-line. Fixtures are not 
carried by the power company at all, 
but the girls carry fixture catalogues 
with them in their demonstration kits 
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Miss Beth McArthur, Miss Florentine Eno 
and Miss Stella Crowley work in a group 
giving kit demonstrations and arranging 
for lighting demonstrations in the home. 
This visualization of the story is effective 
when the housewife is still enthusiastic 
about the “Science of Seeing.” 





A careful tie-in is maintained with deal- 
ers in the selling of 1.E.S. lamps and 
fixtures. This is the lighting display of 
a Missoula dealer at a recent coopera- 


und recommend types to meet the needs 
Mf various rooms. Frequently the girl 
will take the housewife in her car down 
to a dealer’s establishment to see his 
display of fixtures and lamps to allow 
her to make her own selection. 

The resulting job, incidentally, is not 
to be measured by any standard of 
increased wattage. Sometimes the 
recommendation actually will decrease 
the size of lamps used, remedying a 
condition of glare. But whatever the 
final installation, one of the rules of 
the work is that the girl shall collect 
all the bulbs she has removed from fix- 
tures and lamps, replacing them with 
others of the correct capacity, and shall 
carry the old bulbs away with her and 
throw them away! This prevents their 
re-use again when a burned out lamp 
in the future calls for a replacement. 

It is easy to see how this work has 
led to consideration of the other elec- 
trical needs of the home. The girl 
who was trying to do a good lighting 
job in an old home has frequently 
found herself hindered by the fact that 
the wiring was inadequate. No out- 
lets for lamps, no provision for stair 
way lights—and other glaring discrep- 
ancies made themselves painfully visi- 
ble. And so out of the sensing of this 
fundamental need has grown up an 
auxiliary home wiring service, asso- 
ciated with the lighting work. After 
all, electricity could be used in the 
home, whether for lighting or other 
purposes, only as the proper wiring 
was provided for it. If this job was 
inadequate, the power company’s dis- 
tribution system failed at its ultimate 
point of delivery. 

It was decided that at least it should 
be said that no new home was erected 
on Montana territory which was not 
properly wired. A very thorough con- 
tact is now kept with new building 
jobs. The approach here is not to 
the builder or architect—either of 
them hesitates to approach the owner 
with an idea which requires a fur- 
ther expenditure to that planned—but 
to the prospective builder himself. 
And, according to R. E. McDonough, 


about one hundred 
per cent successful. In this connec- 
tion, he points out, it is important not 
only to sell the basic idea of adequate 
utlets and safe wiring, but also to 
include some of the special features 
which appeal to every housewife’s 
heart. It is little details like three- 
way switches, pilot lights to indicate 
when the basement lights are on, tread 
lights on the stairs, illumination of 
the street number, and the like, which 
take the fancy of the owner and often 
sell the more basic and important 
wiring job. And once let the house- 
wife have a few of these “tricks” 
actually installed, and you will find 
that she shows them off to all her 
neighbors, where a simple job of good 
wiring would go unremarked and un- 
heralded. Thus one job sells another 
and the idea grows. A similar serv 
ice is rendered on old homes, frequent- 
ly connection with the lighting 
demonstration staged by the girls of 
the lighting crew. In all cases blue 
prints and recommendations are fur- 
nished free of charge. How effective 
this activity is may be judged from 
the fact that recently contact was made 
with the owner of a $6,000 home 
which was being erected in a terri- 
tory which does not yet enjoy elec- 
tric service. And the idea was sold. 


results are just 


ly in 











Under this plan of operation, light- 
ing is not a fall or winter activity— 
in fact, as most of the building and 
remodelling is done in the summer, 
the lighting department finds itself 
busiest at this time. The company has 
made 9,043 surveys, averaging from 
eleven to fourteen per girl per month. 
Something like 5,250 portable lamps 
had been sold this year up to June. 
The company figures about a 25 per 
cent saturation of I.E.S. lamps among 
its domestic consumers. 
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tive show held in that city. 
















< 


Occasionally a Mazda lamp drive sup- 
plements the more fundamental work of 
the lighting crew. Here are a group of 
the Montana boys dressed in white coats 
and with neatly painted white baskets 
preparatory to setting out on a house 
to house canvass of the residence dis- 
trict last fall. A special crew went out 
to make contacts with rural customers, 
while another pair made commercial 
contacts. The rest, with well filled “Lamp 
Baskets" filled the empty sockets in the 
home. One salesman rang up a record 
of 6,616 Mazda lamps, while another 
in a smaller community, sold 2,211. 
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ABCis tue 


®e®bo YOU HAVE A SPINNER IN YOUR WASHER LINE? —There is but ONE Spinner—ABC Builds It! The complete home 
laundry unit that Washes, Rinses, Blues and Damp-Dries . . . A washer and dryer in one machine, which enables you as a washer 
dealer to get a higher unit sale, greater profits and greater consumer satisfaction. In no other line is there such an outstanding unit 
as the ABC Spinner—Model One-Seventy-Six. 


®bO YOU HAVE AN ALL-FEATURE WRINGER TYPE WASHER?—The ABC Heavy-Duty Washer—One-Fifty-Six is the 

one Washer that has EVERYTHING! . . . Truly the World’s Greatest Washer Value! Such 

outstanding advantages as Fingertip Control... Girder Type, All-Steel, One-Piece Chassis . . . 

Heavy-Duty Streamlined Wringer with Four Spring Suspension . . . Instantaneous Touch Release 
... Finger Touch Clothes Feeder . . . more exclusive, worth-while safety 
and convenience features than any Washer ever built. 

























®@bo YOU HAVE A COMPLETE WASHER AND IRONER LIN} 
fO SELL? ABC offers the Fastest Selling Complete Line of Washers 
and Ironers on the American Market. There is a size and model ABC 
Washer and Ironer to fit every home and purse . . . Four outstanding 
ABC Washer models and four outstanding ABC Ironer models illus- 
trated here. The ABC Sensational 1936 “TOP LINE” of Washers and 


Ironers offers washer dealers a profit opportunity unequalled anywhere. 


@®bO YOU HAVE AN ALL-FEATURE IRONER IN YOUR LINE? 


—The ABC Model YA Console Cabinet Ironer has EVERYTHING! . . . 
including Two-Speed Roll . . . Thermostatic Heat Controls . . . Beautiful 
White Console Cabinet with stainless porcelain top that swings out at 


right-angles forming shelf space for finished clothes . . . Fingertip and 


ABC Heavy- 
Duty One 
Filty-Six Wash 
er—The Wash 
er that has EV 
ERYTHING' 


























ABC Heavy 
Duty — One 
Thirty Six 
W asher—Large 
capacity, full 
featured. ABC 
Quality Washer 


ABC One-Six- 
teen Washer — 
The lowest 
priced, finely 
built ABC 
Washer ever 
offered 













SABC Spinner— 
6G One - Seventy 
Six — There 5 
but ONE Spin- 
ner — ABC 
Builds Ix! 















The World's 
Greaves Wash 
er Value 
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ome Knee Touch Control . . . Full-Featured . . . Fully Automatic . . . ABC Precision Built . . . an Ironer that places 
sher ABC Dealers in No. 1 Position to capitalize on the fast growing Ironer business! 
unit 


@ DOES YOUR LINE HAVE NATION-WIDE CONSUMER ACCEPTANCE? ABC Washers and Ironers for 27 years have been 
America’s Leading Quality Line. They are sold in every county in the United States and in most foreign countries. . . . Millions 
io of housewives acclaim ABC Washers because of their dependability and low upkeep and repair cost. ABC enjoys the enviable repu- 


eal tation of having the lowest proven record of upkeep and repair costs in the electrical appliance industry. This builds consumer 
satisfaction among all ABC dealers . . . which means nation-wide consumer acceptance for ABC Dealers. 
‘i 91S YOUR LINE BACKED BY AN OUTSTANDING MERCHANDISING POLICY 2—ABC has always led in New Features . . . 
: New Design . . . New Merchandise . . . and New Sales, Advertising and Promotional Plans. The new ABC Store-To-Your-Door 
appliance selling plan is building business for hundreds of dealers from Coast to Coast, Canada to the Gulf. Unusual! . . . Different! 
NI . and it actually builds business and p rofits for Washer Dealers. ABC furnishes 
Free to dealers the most colorful and attractive advertising literature, display 
_ material, sales manuals, catalogs, booklets, folders, bill inserts, posters, signs . . . 
BC educational talking-motion pictures . . . a merchandising program designed and 
ng built to enable ABC Dealers to increase their volume in Washer and Ironer 
- merchandise. 
” Get all the facts about the Sensational ABC “TOP LINE” for 1936—the Fastest 
, Selling Complete Line of Washers and Ironers on the American Market today 
and the new, sensational ABC Fall Merchandising Program that leads the 
way to greater sales and greater profits for washer dealers. 
ul ® ABC Is THE ANSWER! ... There is no time to lose . . . the sooner you 
- start with ABC, the sooner you will be making real money. Wire today for all the 
i 


facts about the ABC Line and the New ABC Fall Merchandising Program. 





ABC De Luxe te a 
Console Cabinet / oll- - a 
lroner Model About lroner ABC Cabinet | a sabe 
YA—The I Model RA — ~. lromer Model lc = 
. on has fv Modernly de- T A—with stain- alge - 
—_ a 
Signed, low less porcelain 
~ he oes priced, preci- a swinging cabi- — modern 
: , ome conven- 
Value in the sion built ARS net top. a 


Ironer Field ==. 


l1Y9O9O=-=PEORIA,, ILLINOIS 





Left—The old relics still exist! These two early vacuum cleaning 
contraptions were traded-in recently in New York city. (Below) An 
early Hoover demonstration employing the familiar wool end salt- 
shakers of sand. 








‘The Growing Pains 
of the 





acuum Cleaner 


The third in a series 





of articles on 





“This Romantic Business” 





By 
Frank B. Rae, Jr. 





who can remember way back) 








ECAUSE the janitor of an of 





fice building in Canton, Ohio 


| 
| 
| 
| 
| 
| 
| uffered from the disease known 





is asthma, we now have an electrical An early Apex model cleaner with hose 


attachment. In the old days we talked more 
about attachments than we did cleaners. 


ippliance business which in 1935, 
licked 903,200 units and grossed $50, 


27R.000 retail 





ti (Left) The ball-fringe lamp and the lady's 
[he janitor’s name was Spangler Black silk stocking date this as much as an 

When he nightly swept out the offices early Premier cleaner. 

of |} building with a corn broom, 

the wirls of arising dust irritated 

the isal tra r wherever it is Well, to go on with this historical 

that asthma germs lurk) and caused stuff. The first air cleaners were 

hin i very great deal of suffering 


compressed air blowers, not suction 
cleaners. They were used chiefly for 
blowing the cinders off the red plush 
seats of railway cars. Then a jobbie 


his Spangler finally acquired him 
elf a carpet sweeper which trapped 


the dust and relieved the asthma. But 





ling a carpet sweeper in a mud named Cecil Booth of England got 
nfested office building is a lot of the bright idea of turning the air 
work, so our janitor salvages a small stream back-end-to—sucking in the 
otor from somewhere or other and dirt instead of blowing it hence. A 
rigs it to the carpet sweeper. Thus lot of earnest people monkeyed with 
e could roll the carpet sweeper in this idea. We had a lot of what were 
eisurely, gentlemanly fashion back known as the “ash can” type—suction 
ind forth and let the motor do the ind rigs a fan to blow the dirt into vacuum pump monstrosities. A chap pumps and receivers. I recall that an 
lirty work the bag, and— named Young developed a carpet early issue of Electrical Merchandis- 
But again—more grief! The ele [here was born the modern house- sweeper in England in 1853 and an’ ing carried the advertisement of one 
illy agitated carpet sweeper picked hold vacuum cleanet \merican named Herrick followed such, in which it was announced that 
Spangler found Of course we had had mechanical him five years later. This Herrick the device weighed only 70 pounds and 
pending t of his time cleaning contraptions since 1699 was certainly juicy fruit for the was so constructed that it could be 
the sweeper’s dust pat S mostly street sweepers which followed Patent Office—he took out 254 patents taken apart so that the housewife 

é pe ‘ ponies \nd there were those on dirt retrievers during 43 years. (Please turn to page 42) 
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Research keeps General 
Electric years ahead! 











—the only refrigerator ~ 
mechanism with ¢ 
Forced-Feed Lubrica- , >. 
tion and Oil Cooling— 
features that mean | 


longer life and lower 
operating cost. 


always be glad you 


GENERAL ELECTRIC! 


A STOUT PROPORTION of the G-E refrigerator dealer’s business is 
obtained through present G-E users. Additional volume comes easily to him 
through selling other G-E kitchen appliances to his customers. These two features 
of the General Electric franchise make for permanency in business, with volume 
steadily on the increase and net profits protected by a minimum of service expense. 


The G-E Thrift Unit Refrigerator, with its unequalled record for dependable per- 
formance at low cost, gives the General Electric dealer the most valuable and 
most sought-after franchise in the electrical appliance market. General Electric 
Company, Appliance and Mdse. Division, Sec. DE9, Nela Park, Cleveland, Ohio. 


IMPORTANT! There’s a big market for G-E Refrigerators this Fall and 
Winter. The hottest summer in years proved more than ever the superior per- 
formance of G-E Refrigerators under all operating conditions. On the other 
hand, owners of inferior refrigerators are highly dissatisfied and are now ready 
to consider replacement. G-E’s Fall and Winter Thrift Unit Savings Plan is made 
to order for them and for all other types of refrigerator prospects. Get all the 
facts at once. Remember, you'll always be glad you SOLD a General Electric! 


GENERAL @ ELECTRIC 


THRIFT UNIT REFRIGERATORS 
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What is a GOOD 


Hlectrical 


Dealer? 


Question You speak of “good dealers,” 
Just what IS a good electrical dealer— 
und does he have characteristics and 
methods in common with good dealers 
in their lines. In other words, do you 
think successful retailers, taken as a 
group, think and act pretty much alike? 
R.C.C. I certainly do; and I'll tell 
you why. Early last fall we considered 
the same questions you’ve asked. We 
believe we knew the answers but we 
didn’t know why. Our agency agreed 
with our answers but suggested we 
find out whether we were right or 
merely kidding ourselves. So we had 
them make a survey. We picked out 
160 dealers, all kinds of businesses, in 
all sizes of cities and towns, scattered 
all over the country, all doing a good 
job on our refrigerators. We wrote 
down all the questions we wanted to 
know, and after cutting some out we 
wound up with a four-page question- 
naire. It told us nearly everything ex- 
cept the size of the dealer’s collar and 
his wife’s religion. 


Question You mailed them out? 
R.C.C. No, sir. We employed a na- 
tional research organization who put 
about eighty investigators on the job— 
averaging one man to each two dealers. 
We paid for completed questionnaires, 
and got them all but four—a total of 
one hundred and fifty-six. 

The investigators didn’t know any- 
thing about the dealers, or the elec- 
trical business, or our company. All 
they had to go on was a sheet of in- 
structions telling them we wanted 
straight information, that we weren't 
trying to prove anything, that all confi- 
dential information would be kept in 
strictest confidence. That, plus a copy 
of a short letter we had written the 
dealer, was the investigators’ outfit. 


Question Well, then, what IS a good 
dealer, as disclosed by your reports? 
R.C.C. First, he runs a store that in 
appearance is fully equal to and usually 
better than the stores in his neighbor- 
hood—both outside and inside. 
Second, he is in a location where 
people trade and where the buying of 
merchandise is a continuous activity. 
Third, it doesn’t make much dif- 
ference what other merchandise he 
handles besides electrical refrigerators. 
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Question You say these studies were 
made in towns of all sizes? 

R.C.C. The smallest town was 
Daisetta, Texas, population 1,200; the 
largest was Philadelphia. Reports came 
from 39 states, from Massachusetts to 
California, from Mississippi to Mon- 
tana. Forty-two of the hundred and 
fifty-six were towns of less than 
10,000 population. 


Question What kinds of retail stores 
were represented? 

RL. 
several 


Eighteen specific kinds, and 
hard to classify. Electrical 
stores and electrical contractors made 
up about 55% of the total, 50% repre- 
senting electrical stores. Music stores 
ran second with 10%. Others were 
hardware stores, utility stores, sport- 
ing goods stores, tire stores, automo- 


bile dealers, grocers, lumber com- 
panies, battery dealers, department 
stores, furniture stores, specialty 


dealers, undertakers, radio dealers, and 
so on. 


Question Did you find any consistent 
attitude toward certain kinds of mer- 
chandise—notice any specific merchan- 
dising trend? 
R.C.C. It is quite apparent that these 
good merchants are more inclined to 
take on a line of quality merchandise 
and concentrate their efforts behind 
that line. We segregated all reports on 
dealers who had handled our refrigera- 
tors five years. That included two- 
thirds of all the dealers interviewed. 
28% handled our line exclusively 







Ray C., Cosgrove 


Manager, Household Refrigeration Sales, 
Westinghouse Electric & Mfg. Company, 


Is Cross- Examined by a Staff Editor 


from the start, and never departed 
from that policy. During the first year 
of the five year period 2% dropped 
competing lines to concentrate on ours. 
Next year, in 1930, 3% more joined 
the group. In 1931 another 2% came 
in, and 1932 found 5% more in the ex- 
clusive group for a total of 40%. The 
following year brought 14% into the 
fold, and in 1934 18% went to our 
line exclusively. So the totals in 1935 
were 72% concentrating their atten- 
tion on our refrigerators, while 28% 
were also handling other makes. 


Question I don’t suppose you know 
what makes were handled along with 
yours. 


R.C.C. Oh, yes; 19% were handling 
only lower priced boxes; the remain- 
ing 9% were handling boxes in the 
same price class. They averaged 1.3 
makes per dealer in addition to our 
line. 


Question Do you think that is a fair 
picture, or just a happen-stance? Sup- 
pose you had made studies of twice as 
many dealers. Would the same ten- 
dency be in evidence? 


R.C.C. Let me tell you about that a 
little later. Frequently our distributors, 
and dealers, too, imply that we’re too 
self-centered and too product-conscious 
to understand retail problems. We 
hear it often enough to wonder, some- 
times, whether it’s true or just the 
usual result of approaching common 
problems from two different angles. 
The reports on dealer operations made 





us feel mighty good, because they only 
told us what dealers actually did with 
plans and materials and services fur- 
nished by the factory—not what the 
dealers’ opinion might be. See the dif- 
ference? 


Question I think so. You didn’t want 
opinions on the value of your promo- 
tional helps. What you wanted and got 
was a report on how much of it was 
actually used; in short, how many 
dealers backed up your advertising and 
selling helps with their own money. 

R.C.C. Exactly. Now, the gratifying 
fact is that 95% of all these successful 
dealers actually put forth effort and 
money to use the helps we provicle 
92% of them are consistent newspaper 
advertisers. 59% use outdoor adv2r- 
tising—posters, bulletins. 32% use 
local radio advertising. More than 
70% use more than one kind of local 
advertising which is prepared by us. 


Question How about product litera- 
ture? 

R.C.C. Well, that’s scarcely fair, be- 
cause the dealer has to depend on the 
manufacturer for such material. But 
we asked dealers how they used our 
literature, and 99% said, “Regularly” 
—1% said, “Irregularly.” 


Question How do these dealers feel 
about retail sales training? Any data 
on that point? 

R.C.C. Plenty. We spend a lot ol 
money on sales training equipment— 


(Please turn to page 22) 
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ELECTRIC HEATERS 


L 
PROFI TS! 


@ Your customers will find a new friend—and a warm one—in 
these amazingly efficient Arvin Fan-Forced Electric Heaters. . . 
you'll find new profits. A demonstration is always the best 
possible introduction. Every home needs Arvin’s gentle tropical 
breeze—to take the before-breakfast chill 

from bedroom or bath—as extra warmth 

when the home heating plant is operating at 

a minimum—for baby’s bath and in the nurs- 

ery—to counteract drafts—to dry hair quickly 

—for radiant warmth plus healthful circula- 

tion ... that extra comfort often wished for 

and so easy to have with an Arvin. A five-year 

sales record proves Arvins are fast-selling and 

profitable. See an Arvin jobber right away for 

a first order. 


STURDY, LASTING CONSTRUCTION 


Fan motor is induction type. No radio interference. 
No attention needed, except few drops of oil two or 
three times a year. Fan draws air in through rear 
louvres, past nichrome helical type heating coil, out 
through front chromium grill. Operates on 110-125 
volt AC, 50 to 60 cycles. Heavy gauge steel cabinet. 
Permanent green morocco finish. Ap- 
proved by Good Housekeeping Insti- 
tute and Underwriters’ Laboratories. 


FANG WARM AiR 


\\bertsett 


NOBLITT-SPARKS INDUSTRIES, Inc., Columbus, Ind.: 
Please send full information on Arvin Fan-Forced Electric Heaters. 
Iama(_ ) Jobber ( ) Dealer. 
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_— ...stock...and sell the new, complete line 
of Proctor Styled for Service appliances. 

Styled for Service is more than a slogan—it means 
smart appearance accomplished without sacrificing 
Proctor principles of convenience, comfort, economy 
and—above all— performance. Proctor appliances 
are the products of heat control specialists. 

There is an exclusive, ingenious feature in each 
low price iron, waffler and toaster; a price advantage 
in every quality leader, a great value in all Proctor 
products, regardless of price. 

Write for more complete information on Proctor 
plans, products, promotions and profits. 


®SEPTEMBER is the month for irons. Push Proctor 
Irons with the 30-day free trial, money-back guar- 
antee and $1 trade-in allowance or other of the 
many attractive Proctor combination offers. 
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@OCTOBER is National Electric Buffet Service 
Month. Offer a new Proctor Egg Cooker (List 
$3.95) for $1.00 with the purchase of any Proctor 
buffet service appliance. See “Special October Offer”. 


@ NOVEMBER —the turkey month brings your big- 

gest opportunity of the year for ROAST-OR-GRILLE 
sales. Take advantage of Proctor special promotions 
that talk turkey to your customers. 


@ DECEMBER — and CHRISTMAS. Proctor, appli- 
ances make ideal gifts. With the complete Proctor 
line and its wide range of styles and prices to choose 
from, shoppers’ worries end in your store. 


@ EVERY MONTH — let Proctor pace your sales 
with special seasonable promotion that will sell in 
the window, on the counter, in the newspapers 
over the air and through the mail. 
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2 LOG Te} \ 5” Appliances! 





























SPECIAL 
OCTOBER OFFER 
YOU PROFIT BY THESE PROCTOR DEALS Leattcolieuaseaamenees ane GEOR 
“ pres EGG COOKER (Value $3.95) for $1.00, with 
Deal A—ROAST-OR-GRILLE (Ties in with Proctor’s No- ieee Py BR RB 
vember Promotion). BUY 2 PROCTOR ROAST-OR- yn of atoll. gata 
GRILLES and GET 1 for your own family for only $10. 


(Only one deal per dealer). 


Deal B— PROCTOR IRONS (Ties in with Proctor’s Septem- PROCTOR & SCHWARTZ ELECTRIC COMPANY 
ber Promotion). BUY an assortment of six PROCTOR Teer Se Cn ee Seve 


irons GET a PROCTOR Snap-Stand Speed Iron for Gentlemen: 


. Ki i l : 
your family’s use for only $3.18. (Only one deal per dealer). P a. Dell Cc sails oe me a 


Deal C—FREE TOASTER TRAY SET (Ties in with Proctor's 2. TONS) TOASTERE TOASTER TRAY 
October National Buffet Service Month Promotion). BUY SETS (], WAFFLERS [), ROAST-OR-GRILLES (), 
an assortment of six PROCTOR buffet service appliances Ph. pope: onveaumdins 

and GET free a Model #14 PROCTOR TOASTER TRAY minnie lead 

SET. (List $8 when sold with toaster). (Unlimited num- 


(Full Address) 
ber of deals per dealer). eed 
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Here is YOUR opportunity to increase YOUR electri- 
cal housewares business by capitalizing a virtually 
UNEXPLOITED market! During October promote 
ELECTRIC BUFFET SERVICE MONTH—a great na- 
tional, co-operative promotion aimed directly at the 
buffet party market with its tremendous possibili- 
ties for increased electrical housewares SALES and 
PROFITS! Install window and interior displays of elec- 
trical housewares featuring the “buffet service" theme 
and the ELECTRIC BUFFET SERVICE MONTH Cam- 
paign Poster—use newspaper and radio advertising— 
stickers for your direct-mail and correspondence. Any 
of the contributing manufacturers listed below can 
supply you with advertising material and help you with 
your promotional plans for tying-in with ELECTRIC 
BUFFET SERVICE MONTH. Get in touch with your 
manufacturer-supplier TODAY! 
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Also helping you to CASH IN on increased sales of e!ec- 
trical housewares during October is The General Foods 
Corporation—one of the largest distributors of food prod- 
ucts in the world, and sponsor of Maxwell House Coffee 
and Log Cabin Syrup. The General Foods Corporation 
will broadcast announcements regarding ELECTRIC BUF- 
FET SERVICE MONTH four times each week on coast-to- 
coast hook-ups—urge all grocers to install displays featur- 
ing the “buffet service” idea and electrical housewares— 
and support with its entire sales organization the promo- 
tion of ELECTRIC BUFFET SERVICE MONTH. In return, 
it is suggested that merchandisers of electrical housewares 
display prominently during October the ELECTRIC BUF- 
FET SERVICE MONTH Campaign Poster on which are 
reproduced cans of Maxwell House Coffee and Log Cabin 
Syrup and that these products be included in bem by and 
interior displays featuring the “buffet service" theme. 


The cumulative effect of this broad-guage 
inter-industry promotion will be increased 
SALES and PROFITS! Take advantage 
of this unusual opportunity to secure more 
electrical housewares business. There is 
no cost to you. 


AMERICAN ELECTRICAL HEATER COMPANY 
GENERAL ELECTRIC COMPANY 
HAMILTON-BEACH MANUFACTURING CO. 
KNAPP-MONARCH COMPANY 

LANDERS, FRARY & CLARK 
MANNING-BOWMAN & COMPANY 
























STICKERS & NEWS 
RELEASES 


TABLE 


SERVICE 


A 


CONTRIBUTING MANUFACTURERS 


McGRAW ELECTRIC CO., WATERS-GENTER DIV. 
PROCTOR & SCHWARTZ ELECTRIC COMPANY 
ROBESON ROCHESTER CORPORATION 
SWARTZBAUGH MANUFACTURING CO. 
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HE pitter-patter of National 
magazines circulating in Atlan- 


tic, Iowa, is up to par. Just 

as many Des Moines Registers thump 
against doorsills as in any other 
Iowa town of 5,585. The ringing 
tones of national advertisers of elec- 
tric refrigerators reach all ears alike. 
Even to a man with one eye it 
would look as if the town’s 900 odd 
electric refrigerators ought to be 
scattered among half a dozen brands. 
But—it tain’t so. And we ask you 
to step up and shake hands with 
Arthur S. Young, the dealer who 
dumped promotion men’s pie charts 
neatly on their nethers—the dealer 
whose store has 700 of the town’s 
electric refrigerator customers under 





ational 
Advertisers 
hould 


onsider 


its wing, leaving 200 sales for op- 
position brands. 

Look at Arthur J. Young’s big grey 
eyes and he doesn’t look like the sort 
of man that would upset the economic 
apple-cart and distress distant sales 


managers. But upset it he has, by 
running away with the electrical re- 
frigerator business of that town. The 
best laid plans of mice and managers 
have gone astray in that town simply 
because the weight of one dealer’s 
enthusiasm and energy was able to 
negate all the sales force of a dozen 
successful promotions. Forgotten in 
too many national promotions is the 
fact that the dealer is also in the 
game, and he is a joker wild, con- 
stantly popping up and ruining the 


In Atlantic, lowa, 


he has swung 700 of the towns 


total of 900 refrigerator sales 


best laid plans of sales managers. 


Mr. Young, an undertaker, first 
became interested in the brand of re- 
frigerator he sells through his read- 
ing. Starting his business there 22 
years ago, he knows the community. 
As a boy who grew up on a farm 14 
miles away, he understands his farmer. 
In short, he is able to take a proposi- 
tion and tailor make it to suit the 
neighborhood. 

“We have to ‘do this,” says Gail 
Young, the son, who heads the re- 
frigerator department. “If we fol- 





Gail Young sells, not by the book, but by adapting ideas he sees from time to time 
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lowed the sales manual slavishly we'd 
run our legs off.” 

For example, the Young store does 
not keep a prospect file. When Gail 
Young runs out of something to do, 
he goes through a lot of old sales 
tickets, he gets a handful of people 
who do not own electrical refriger- 
ators. He jumps in his car and calls 
on them. Housewives will tell him 
a hundred reasons why they don’t have 
refrigerators. They are: (1) Paying 
for something else; (2) Broke; (3) 
Out of work and cannot afford one. 

“Take this no-money-down thing 
for instance,” observed Gail Young. 
“We could pass out refrigerators to 
everybody in Atlantic on a 15c a day 
basis. But we don’t. Why? We 
know from experience that when cold 
weather comes that family on relief 
is going to spend the 15c for coal 
instead of refrigerators and another 
box will bounce back on us. In fact, 


there are a lot of families we lay off 
of regardless of how good the terms 
are. Watch your step when dealing 


with this kind of a customer: 


1. On relief 

2. Drinks too much 

3. A spender. 

4. A fellow who buys easy. 

5. The chap who doesn’t read _ the 
contract. 


“Every deal in a small town has to 
be figured out differently. I just 


(Please turn to page 28) 
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RADIO INDUSTRY SEETHES WITH INTEREST AS 
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NOON ADJOURNMENT of General Household’s recent two- 
day Executives’ Conference. ‘Floor traffic” was terrific as dis- 
tributors, amazed at sensational new radio values, crowded 
around models on display. Even radio veterans couldn’t help 
twirling TELEDIAL! Sure proof here of the drawing power this . 
amazing “‘self-tuning” feature will have with your prospects. a eg f 


* 


|} Ve? 
h Ee” 
f eh 
ae 


THE EARNEST GENTLEMAN in the white suit is E. E. Forbes 
of Birmingham. The camera caught him telling Harry 
Alter of Chicago: “We'll sell ’em faster than they can build 
‘em.”” Next day Harry showed the line to Chicago dealers 
and took immediate shipment orders for over 1700 sets. 


TWIN SENSATIONS THAT 





AMONG FIRST RETAILERS to inspect new Grunow line was 


Dave Reddaway (center) of People’s Outfitting Company, De- 
troit. He came via plane after hurry call from Leonard Turn- 
bull (right), Grunow distributor in Detroit, advised him Grunow 
had lifted the lid on radio values. Mr. Reddaway pronounced 
new Grunow sets exactly the kind of merchandise retailers need 
to overcome mail-order chain competition. 





NEW GRUNOW “TELEDIAL TWELVE”... 

Automatic Tuning ... Accurate to A Hairline, 15 Stations 

in 15 Seconds! A 12-Tube Set . . . Metal Tubes, 12-Inch 

Speaker .. . All-Wave, All-World Reception . . . Patented 
“Violin-Shaped” Cabinet 


AND NEW GRUNOW “ELEVEN”... An Eleven- “ELEVEN 


Tube Radio At The Price of A “Six”! All-Wave, All-World OW, s 
“O9*% 


Reception .. . Metal Tubes! 12-Inch Speaker... “Violin- 
Shaped” Cabinet 
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ALSO ... New 1937 Grunow Radios For Farm... Boat... 
And Camp Use 
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‘GRUNOW PRESENTS “TELEDIAL 12" AND “ELEVEN! 
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LEADING CHICAGO STORES rush to display TELEDIAL— Almost before 


the Executives’ Conference was over Chicago’s biggest department stores 
were devoting whole windows to Grunow “Eleven” and ‘“‘TELEDIAL 
Twelve.” The above photo shows how one famous Loop store went 


into action. Sales zoomed within 24 hours after the display was put up. 
SHIRLEY TEMPLE WAS THERE! This cutout of the ee 
beautiful little 20th Century-Fox star, in natural color, 


astounded distributors with its lifelike attractiveness. RUNOW has donein radio what Ford didintheauto- 
This display and a smashing tie-up plan featuring mobile business! With a revolutionary new policy 
Shirley and her forthcoming picture, “The Bowery at : 

Princess,” are now available to all Grunow dealers. of concentrated mass production! A line composed 


exclusively of proved price and quality leaders. 
SHOOK THE RADIO WORLD! Grunow dealers can now concentrate on a few 
fast-selling strongly-advertised items—four con- 
sole sets, one table model! Priced $19.95 and up! 

And—Grunow gives you TELEDIAL! Radio’s 
hottest feature sensation for 1937. Nationally 
advertised as the “self-tuning” radio—with Shirley 
Temple as the TELEDIAL ad-girl! 

With TELEDIAL—record-breaking values—and 
powerful promotion, Grunow will make radio 
history in 1937. Let us give you the details. Get 
in touch with your nearest Grunow distributor, or, 
mail us the coupon below. Do it today! 


WIRE DISTRIBUTOR OR MAIL THIS COUPON 


| | General Household Utilities Company 


—_———————e 2 fF fa SH 





2674 North Pulaski Road, Chicago, Illinois 


Please have my nearest Grunow distributor get in touch with me at 
once. Meantime send big counter catalog of new 1937 Grunow radios 
showing all selling features. 
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Exterminate CORDITIS* 
Household Enemy No. 1 


PAGE 28 


story of Corditis from 


regulor advertising 


| ee a ae a ae 


@ Now is the time to rise in defense 
of our domestic tranquillity. Our life, 
liberty, and particularly our pursuit 
of happiness have been threatened by 
Corditis. Why not eliminate this en- 
emy as we do other household pests? 


Unlike other uplift movements, the 
extermination of Corditis doesn’t be- 
gin in the home. The crime is com- 
mitted at the factory where the appli- 
ances are handicapped with danger- 
ous cords and breakable plugs 
(Corditis carriers ). 


Corditis-free Belden Electrical 
Cords cost no more than other ap- 
proved cords. They are already stand- 

ard on many of your better ap- 
pliances—you can easily get 
them on ai// of them. Specify 
Belden Electrical Cords. 


Belden Manufacturing Company 
4663 W. Van Buren St., Chicago 


ous: of electrical 
cords; the symptoms are 
_ frayed wire and broken 
plugs. It causes severe men- 
tal irritation and violent 
nervous disorders among 
electrical appliance users. 


eT a 


Jy 


Identified by the Belden 
Unbreakable Soft Rubber 


Listed as standard 
by Uadereriters 
Laboratories. 


‘ 


App liance ih 


c= A. "Good 
stitute. 


CORDS 











Conside 
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called on a family this morning w] 
credit is as good as gold. I know t! 
and so in advance was tipped off to 
talk cash instead of terms.” 

Right after declaring that the house 
did not like no-money-down contract 
Gail Young proceeded to relate exce; 
tions to the rule. A Norwegian family 
needed a stove and Young felt that he 
could sell them a Frigidaire. Know- 
ing that the man had property even 
if he did not have ready cash, h 
proceeded to offer a box on a no 
money-down basis and the deal stuck 
The next day may see him doing ex 
actly the opposite thing. One family 
on the firm’s books for $500 worth « 
furniture wanted an electrical refrig 
erator. Realizing that this was mor 
of a load than they could carry, th 
firm stalled them off until spring 
When customers are half paid up on 
furniture, the store is more than will 
ing to take orders with no money 
down. P 

One of the big mistakes of dealers 
is in being half-hearted, Young says 
They don’t carry large enough stock 
on a known box. Just before the 
season opens the Young Company 
loads its windows with every refrig- 
erator trim the manufacturer can 
supply them. The house advertises 
continually, in season, running pages 
on a 50-50 basis that blow up both 
the manufacturer and Young. 

“We do our darndest to create the 
impression that we have as complete 
a stock as one can find in Des Moines. 
Small town folks always have a sneak- 
ing idea that they are not seeing every- 
thing. You have got to beat the 
tomtom in a big way to get that out 
of their heads. There are too many 
good roads leading into Des Moines.” 

In his presentation Gail Young sells 
features. He hasn’t the slightest idea 
what will click with the customer, so 
he shows what is exclusive on his box 
first, and then tactfully asks the pros- 
pect if he has seen any other type of 
refrigerator. Ninety-nine out of a 
hundred will mention a name. Im- 
mediately he switches his talk to a 
presentation of his boxes’ good points 
that contrast with the opposition’s 
weak ones. 

“A woman just mentioned a con 
petitive make that has its coil against 
the wall. I spent most of my tim 
showing her how our brand has the 
coil in the center where it can easil 
be cleaned and will not get slimy. 
know that will sink in.” 

The small town woods are full 
tips that city men don’t get, G 
Young declares. The other day |! 
read of a druggist who had remodel 
his home. So when he called and w 
shown the family’s canaries, flowe 
whoopee room, all of which he a 
mired. Finally the druggist ask: 
“Was there something you want 
Gail ?” 

“Yes,” he replied. “I just came ' 
to measure your refrigerator space 
see what kind of a box you sho 


— << 
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ave to go along with this new house. 
Yours is 15 years old, and it is high 
ime you got away from the noise and 
enjoyed defrosting and cold control.” 

The druggist replied that he would 
lrop into the store. “If he doesn’t,” 
says Gail, “I'll make a point some 
night to walk into the drug store 
when his wife is waiting to take him 


home.” 


The store does its darndest to get 
list prices. Fresh in mind was a case 
of a neighbor who walked in with 
$110 cash in hand. “I can get two 
other makes for this amount,” he told 
Gail. “But having known you folks 
ill my life, I’d rather deal with you if 
[ can do as well.” Gail Young re- 
lented, took him at his word, made 
him a price, only to find out later 
that the quotations he gave on other 
boxes were entirely fictitious. 

Seventy-five per cent of all refrig- 
erator sales are closed in the store in 
the evenings. None of the business 
has been sold on a FHA plan at the 
time Electrical Merchandising’s rep- 
resentative called. A simple contract 
is made out bearing 8 per cent inter- 
est. Next door is the bank, and when 
a deal is closed, the Youngs make an 
excuse to step out of the store for a 
minute. The bank gives an immediate 
answer, and if the paper is not O.K. 
the customer is told, “Your credit 
rating is such that we cannot carry 
the contract.” It is found that if told 
in a friendly way the customer is 
never angry. 

The firm’s method of floor planning 
their refrigerators with the local bank 
is unique. They have a deal whereby 
they agree at the beginning of the 
season to floor plan at $2 each. With 
80 boxes that is $160. The inventory 
in April and May may run up to 
$3.500. It averages about $800 a 
month for the year, which figures out 
sweetly for the bank and for Young. 
On their previous plan they had been 
paying 10 per cent down and 6 per 
cent interest, with a minimum charge 
of $6 per machine. With the local 
bank Young gives the bank $2 on 
every machine bought, regardless of 
whether it is in the store a day, a 
month or a year. 

Summing up, the store does an elec- 
trical volume of around $15,000 a year 
in refrigerators, $2,500 a year in 
washers, and $2,000 in radio. One- 
third of the furniture store’s volume 
comes from electrical appliances. The 
average price of Frigidaire refriger- 
ator sold is around $160, the average 
Speed Queen washer price is $60 and 
the average radio tag reads around 
$40. 

The house has had its ups and 
dowrs, Young, Sr., admits. “Three 
years ago we were broke in the de- 
pression,” he said. ‘We got our rent 
scaled down to $75 a month, borrowed 
raoney from the Whitney Bank and 
stopped one bad practice—selling on 
open account. Everything is sold on 
ontract now and are we glad of it.” 


SILEX blankets the nation 


- - with campaign of magazine and newspaper advertising 
| 126,399,277 Advertising g ft 
| Impressions ~~. rie, 






These 11 Magazines * WOMAN'S HOME COMPANION * AMERICAN HOME 


BETTER HOMES AND GARDENS * LADIES HOME JOURNAL * McCALL’S 
PICTORIAL REVIEW * SATURDAY EVENING POST * AMERICAN WEEKLY 
GOOD HOUSEKEEPING * NEW YORKER * ESQUIRE 


and 160 newspapers 








Sell Silex models enjoying greatest popularity, 
plus tray set, including creamer, sugar bowl, 
which you can feature with any Silex Jr. model. 
As added incentive for immediate buying. . . 
decorative shells of gleaming Moldex... New 
electric stove with handles. 


BRINGING CUSTOMERS INTO YOUR 
STORE . . . DURING THE BUSIEST 
MONTHS OF THE YEAR! 


Silex advertising will appear in all of 
the eleven magazines listed in Septem- 
ber, October, November and December 
issues. In addition newspaper advertis - 
ing carrying dealers’ listings will appear ae ba rene a _— 
early in October and again in December Pare 
telling local customers where to buy. 
All broadcast:’-MAKE BETTER COFFEE 
— buy Silex glass coffee maker’’, This 
barrage brings new dollars for your cash 
register... helps you close these pros- 
pects. Get their names on your order 
book. Silex furnishes this amazing deal 

...most popular, fast-selling numbers, 

special combinations. . . to multiply pro- : — <= 

fits. Ask your jobber or The Silex Com- Stew Electra Table Mede! GLASS COFFEE MAKER 
pany, Dept. EM9, Hartford, Conn. Deluxe Stove with Handles. The product of THE SILEX CO Hartford. Conn. 





inquire about our tie-in ad- 
vertising arrangement . . . easy, 
fast, sure and profitable... 


THERE IS ONLY ONE 
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sells Mrs. 1936? 


Features! 
Capacity! 
Convenience! 


Fairbanks-Morse gives 
you ELEVEN important fea- 
tures which you can show 
and prove right on your 
own floor. Features that 
make buyers out of 
prospects. 


* New “Big Six” Multi- 
Vane Hydrotor wash- 
ing action 


® Illuminated tub 

© Mark-time switch 

© New 6-zone washing 
*® New over-sized tubs 
® Quieter operation 


® Lifetime sealed-in lu- 
brication for motor 
and mechanism 


® New streamline de- 
signs 


® Five electric and two-gas en- 
gine models: three ironers 


® Visible feature differences between models 
to justify each step upward 


@ Add to these features a name everybody knows— 
Fairbanks-Morse—and you have a washer and ironer 
line that SELLS. Write or wire today for complete in- 
formation on the franchise. Address Fairbanks, Morse 
& Co., Home Appliance Division, 2060 Northwestern 
Ave., Indianapolis, Indiana. 


ps 
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® Massive safety wringer with one- 
hand reset lever 
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HIS is not to be confused with 

the ordinary sidewalk display. 

Such is prohibited in Portland, 
Ore., as in many other cities. But 
Campbell-Norquist & Co. were for- 
tunate in having next to their store 
an air shaft set-back in the adjoining 
building. This is about 10 by 14 ft. 
Signs and posters are arranged on the 
walls as a background. Then four 


| models of refrigerators are placed up 


to the sidewalk line, as shown, to- 


| gether with one washing machine and 


one ironer. Either the appliance de- 
partment manager or a salesman, and 
sometimes the two, are on hand all 
the time during the day. The appli- 
ances are, of course, moved in at night. 

When the picture was taken in May, 
the outside display had been in opera- 
tion just two weeks, with several days 
out for rain. In that time, 12 refrig- 
erators had been sold as a direct result 


| of it, and as many washing machines, 


besides a few ironers. This is a good 
record, considering that the location 
is at least five blocks away from the 
main shopping district. 

Ray W. Barshfield, department 
manager, says of the display: “People 
are genuinely interested in this class 
of merchandise. A display of this 
kind stops them and we get right to 
work. Some of the sales have been 





ABOVE 
"A display of this 
kind stops them," 
says Ray Barshfield, 
“and we get right 
to work." 


LEFT 
"In some cases, the 
prospect is inside 
where the larger 
models are dis- 
played and the sale 
completed there,” 
says Ray Barshfield, 
manager, here 
showing how. 


closed right here on the sidewalk. In 
the case of others, the prospect has 
been taken inside where the larger 
models are displayed. Only the small 
capacity boxes are put out here. 
“Some people have asked why we 
have not put up an awning and dolled 
up more. The reason is that this is in 
Fire Zone No. 1 where nothing but a 
permanent structure of a certain cali- 
bre could be constructed, which would 
be unduly expensive. My opinion is 
that it is working out just as well 
this way. I further believe that if 
we did not have tHis space directly 
adjoining the store, that the idea would 
be workable in any suitable space 
farther down in the same block.” 
This is the first year that Campbell 
Norquist have majored in electrical 
appliances. They are oil-burne: 
dealers and servicers, and in that field 
are probably the largest in the city. 
A peculiar train of circumstances 
got them into the electrical appliance 
field. A couple of years ago, Mr. 
Norquist, through his buying con- 
nections got a half dozen whistling 
tea kettles for himself and some of 
his friends. They came to the store 
in a batch, and while waiting to pass 
them out to his friends, he put them 
in one of the windows, which had 
hitherto shown nothing but oil-burner 
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Industrial Evolution 





SHORT years ago as a horse doddered on 
into his ’teens he was replaced with another horse. But 
in 1886 Carl Benz replaced his horse with “the world’s 

| first motor-car.” Gradually the world replaced hoofs 
with motor-driven wheels. Now cars replace cars in a 


rapidly changing cycle. 


this parts and signs. Almost immediately 
' . 
on” people began to drop in and try to 


field. buy. He would good naturedly ac- | In a sense REPLACEMENT is another 


right commodate them, as he knew where he | 
could pick up more at any time. It | : ’ b 
Sl iheer he aca te word for history. As great new industries grow up they 
after 30 days, having sold 600 of them, 
he began to get ideas about the ap- 
pliance merchandising field. 
As the holiday season was not far 
distant, he decided to get some electric 
food mixers and see what could be 


necessarily become more and more concerned with 


replacement. Manufacturers of electrical refrigera- 


done with them. They were also given | tors have now reached this stage of evolution. Last 
: a part of a window and the results 
._ the were immediate and almost as spec- : : 
ide alan” "iken Gar tees eee year over 150,000 electric refrigerators (10% of the 
ore agents and in other ways got into the . 
sale appliance field. years sales) were replacements. 
re,” Less than a year ago, they decided | 
field, to become dealers in the major electri- : 
Jere cal appliances and are now well set | This year? sites Ts Next year? — 


and going ahead fast in that field. 
The first of this year Mr. Barshfield | a7 


came with them. He had formerly 
In 


ia | TIME is the backbone medium 


mall 


sine Campbell-Norquist of | for reaching this important 
is in Portland, O., put refrig- 


ea erators, washers and | replacement market. 








cali ironers on display in a 
ould vacant alley—and sold 

m 1S ’ 

well _ 

it if 

ectly 

ould 

pace 

bell had a hardware and electrical appli- 
seal ance business under the name of Wil- 
mes son, Barshfield & Co. and more * » 
field recently had been connected with one 
eity. of Portland’s large appliance dealers, 


H. A. West & Co. Barshfield has his 


: 














:on 

— department now well organized and | 

Mr. several special appliance salesmen. 

ay Naturally, the oil burner business acts ». 

tling as a feeder in the electrical appliance | 

» of field. They are now handling four | 

store refrigerators—Norge, Leonard, Cross- | 

pass ley and Grunow. A. B. C. and Gen- | 

them eral Electric washers and ironers are | For facts about the TIME market for refrigerators 

had carried and General Electric and write to TIME, 135 East 42nd Street, New York City. 

irnet Norge ranges. Most of these lines | 
were taken on the first of this year. | 
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THAT SELLS! 


LINE 


What 
sells Mrs. 19367 


Features! 
Capacity! 
Convenience! 


Fairbanks-Morse gives 
you ELEVEN important fea- 
tures which you can show 
and prove right on your 
own floor. Features that 


make buyers out of 
prospects. 
® New “Big Six” Multi- 


Vane Hydrotor wash- 
ing action 


® Iiluminated tub 

® Mark-time switch 

® New 6-zone washing 
® New over-sized tubs 
® Quieter operation 


® Lifetime sealed-in lu- 
brication for motor 
and mechanism 


® New streamline de- 
signs 


* Five electric and two gas en- 
gine models: three ironers 




















® Massive safety wringer with one- 
hand reset lever 


® Visible feature differences between models 


to justify each step upward 


in price 


@ Add to these features a name everybody knows— 


Fairbanks-Morse—and you have a washer and ironer 


line that SELLS. Write or wire today for complete in- 
formation on the franchise. Address Fairbanks, Morse 


& Co., 


Home Appliance Division, 2060 Northwestern 


Ave., Indianapolis, Indiana. 
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HIS is not to be confused with 
the ordinary sidewalk display. 
Such is prohibited in Portland, 


Ore., as in many other cities. But 
Campbell-Norquist & Co. were for- 
tunate in having next to their store 


| an air shaft set-back in the adjoining 


of it, 


building. This is about 10 by 14 ft. 
Signs and posters are arranged on the 
walls as a background. Then four 
models of refrigerators are placed up 
to the sidewalk line, as shown, to- 
gether with one washing machine and 
one ironer. Either the appliance de- 
partment manager or a salesman, and 
sometimes the two, are on hand all 
the time during the day. The appli- 
ances are, of course, moved in at night. 

When the picture was taken in May, 
the outside display had been in opera- 
tion just two weeks, with several days 
out for rain. In that time, 12 refrig- 
erators had been sold as a direct result 
and as many washing machines, 
besides a few ironers. This is a good 
record, considering that the location 
is at least five blocks away from the 
main shopping district. 

Ray W. Barshfield, department 
manager, says of the display: “People 
are genuinely interested in this class 
of merchandise. A display of this 
kind stops them and we get right to 
work. Some of the sales have been 
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ABOVE 
"A display of this 
kind stops them," 
says Ray Barshfield, 
“and we get right 
to work." 


LEFT 
“In some cases, the 
prospect is inside 
where the larger 
models are dis- 
played and the sale 
completed there,” 
says Ray Barshfield, 
manager, here 
showing how. 


closed right here on the sidewalk. In 
the case of others, the prospect has 
been taken inside where the larger 
models are displayed. Only the small 
capacity boxes are put out here. 
“Some people have asked why we 
have not put up an awning and dolled 
up more. The reason is that this is in 
Fire Zone No. 1 where nothing but a 
permanent structure of a certain cali- 
bre could be constructed, which would 
be unduly expensive. My opinion is 
that it is working out just as well 
this way. I further believe that if 
we did not have tMis space directly 
adjoining the store, that the idea would 
be workable in any suitable space 
farther down in the same block.” 
This is the first year that Campbell 
Norquist have majored in electrical 
appliances. They are oil-burner 
dealers and servicers, and in that field 
are probably the largest in the city. 
A peculiar train of circumstances 
got them into the electrical appliance 
field. A couple of years ago, Mr. 
Norquist, through his buying con- 
nections got a half dozen whistling 
tea kettles for himself and some of 
his friends. They came to the store 
in a batch, and while waiting to pass 
them out to his friends, he put them 
in one of the windows, which had 
hitherto shown nothing but oil-burner 
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Industrial Evolution 





SHORT years ago as a horse doddered on 
into his ’teens he was replaced with another horse. But 
in 1886 Carl Benz replaced his horse with “the world’s 
| first motor-car.” Gradually the world replaced hoofs 
| with motor-driven wheels. Now cars replace cars in a 


rapidly changing cycle. 


thi parts and signs. Almost immediately 
toa people began to drop in and try to 


field. buy. He would good naturedly ac- | In a sense REPLACEMENT is another 


right commodate them, as he knew where he | 


coud gck up mere at any time. Tt | word for history. As great new industries grow up they 


started more or less as a joke. But 
after 30 days, having sold 600 of them, | 


he began to get ideas about the ap- | necessarily become more and more concerned with 
pliance merchandising field. . 
oS ee vee ant te replacement. Manufacturers of electrical refrigera- 


° ° : } 
distant, he decided to get some electric 
food mixers and see what could be 














done with them. They were also given | tors have now reached this stage of evolution. Last 
a part of a window and the results 
the were immediate and almost as spec- bs ; 
ide a Se. aa eee year over 150,000 electric refrigerators (10% of the 
tf agents and in other ways got into the ° 
ude appliance field. | year’s sales) were replacements. 
re,” Less than a year ago, they decided 
field, to become dealers in the major electri- : 
ere cal appliances and are now well set | This year? .. + Next year? ere 
and going ahead fast in that field. | 
The first of this year Mr. Barshfield eo 
came with them. He had formerly | 
In 
has 4 ° 
reer TIME is the backbone medium 
ma 
™ Campbell Norquist of | for reaching this important 
— Portland, O., put refrig- 
ee erators, washers and | replacement market. 
cali ironers on display in a 
ould vacant alley—and sold 
m 1S , 
well _ 
it if 
ectly 
ould 
pace 
bell had a hardware and electrical appli- 
rey ance business under the name of Wil- 
anes son, Barshfield & Co. and more & s 
field recently had been connected with one 
city. of Portland’s large appliance dealers, 
neon H. A. West & Co. Barshfield has his | 
ance department now well organized and | 
Mr. several special appliance salesmen. 
pam Naturally, the oil burner business acts 
Hing as a feeder in the electrical appliance | 
. of field. They are now handling four | 
store refrigerators—Norge, Leonard, Cross- | 
pass ley and Grunow. A. B. C. and Gen- | 
hem eral Electric washers and ironers are | For facts about the TIME market for refrigerators 
had carried and General Electric and write to TIME, 135 East 42nd Street, New York City. 


Norge ranges. Most of these lines 


irner Mies 
were taken on the first of this year. | 
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Peak Season for 


TABLE DEVICES 


From 


September to Christmas 


is the 


busiest time of year for heating ap- 


pliance sales . 


... Here are some ideas 


to help you cash in on this business 


HE TOOK A BRODIE ON 
ELECTRIC ROASTERS 


, I SHE first dealer in Chicago to lay 
in a stock of electric roasters 


Was not a department store, drug 
tore or electric dealer. He was a 
jeweler, Frank Rasmussen, located 
nine stories up in the Heyworth 


Building. In the summer of 1935 he 
has sold 18 Nesco roasters, all to 
people who came in to his store to 
ee him about jewelry. 

“I have a lot of customers who play 
golf,” said Mr. Rasmussen ‘l know 
these women like to get away from 
home for the afternoon, and I 
pointed out to them that the roaster 
would permit them to do this. That’s 
all there was to making the sales. 
We don’t demonstrate, we just simply 
tell the customers about it. Where 
[ had a chance to suggest it as a 

ze, we found it worked very well.” 

Rasmussen was also the first man 
to place an order for toasters with 
Waters Genter he declares. His 
method of buying is simple He 
takes home the appliance, tries it out 
ind if it fills a definite need in his 
wn life. he is convinced he can find 


ll likew ise 


ippreciate it. 
















































WHEN THE CIRCUS COMES TO BROWN 


HAS. BROWN & SONS of 

San Francisco were gay with 
pennants and awnings during the 
period of their spring “Brown’s Ba- 
zaar,” during which electric appli- 
ances were featured like sideshows 
it a circus. A small booth like a 


ticket office was erected in the roomy 
entranceway, where a_ barker held 


the attention of passing crowds by 





attention to the marvelous 
feats of the performers (appliances) 
to be seen inside. A small figure 
dressed up to represent the familiar 
Hotpoint brownie paraded up and 
down the sidewalk in front of the 
store, every once in a while going 
inside, followed, like the Pied Piper, 
by the interested onlookers. Demon- 
strations held the customers inside. 


calling 





BUTCHER'S HELPER IS ROASTER 


WO months ago, the Haring 

Bros. Meat Market, Mansfield, O., 
purchased a Westinghouse roaster to 
ham loafs, smoked and fresh 
his market. Prior to this 
time, Mr. Haring had been preparing 
Ohio Public Serv- 
ice prevailed on him to give the roast- 
trial food 
the store. like it 


prepare 
hams in 


the food at home. 


er a the right in 


because 


and fix 
He must 





he says that sales have increased six 
times on prepared meats since buying 
the roaster. Mr. Haring couldn’t say 
whether the increase was due to the 
better taste of the meats or the aroma 
floating around the shop. He gets 
70 cents a pound for smoked ham, 
60 cents for fresh ham and 35 cents 
a pound for meat loaf and the roaster 
is proving a good investment. 


A "HOT" WINDOW 


‘6 ’M good for headache, earache, 
toothache, lumbago, and many 
other aches and pains. I warm 
baby’s crib. I give soothing, 
penetrating heat wherever and when- 
ever you want it”—so says the sign 
in this window display of Westing- 
house warming pads, staged by th 
Gulf States Utilities in Beaumont, 
Texas, last year. 
Sales were stimulated to a gratify 
ing degree, according to officials of 
the sales department. 


FIVE AT A TIME 


N experiment designed to increase 

volume selling of small appli- 
ances was recently staged by the house- 
wares department of a large western 
department store. They selected a 
number of attractive numbers (roast- 
er, waffle iron, coffee maker, heating 
pad, juicer, hostess tray, air heater, 
clock and iron) priced, as a rule, at 
about $5 each and offered a selection 
of any five of them at $19.75. Un- 
fortunately the ad brought meager 
results. There were two or three 
phone calls and a few customers who 
came in to the store in response to 
this offer, but on the whole the de- 
partment manager was not satisfied 
He believes, however, that if the 
experiment could be repeated with an 
installment bait—such an inducement 
as “10 cents a day,” or some similar 
offer, for instance—that real results 
could be obtained. His store does not 
sell on that basis, so he himself is 
making no further use of the idea. 


COFFEE MAKER SALES RECORD 


IVE hundred Silex coffee makers 

was the recent sales record 
made by the Crescent of Spokane, 
Wash., in a sale which brought orders 
from as far as Seattle and even Cali- 
fornia. Newspaper ads, demonstra- 
tion tables on the first floor and 
folders in the bills brought this r 
sponse. This store has through th 
years built up quite an out of tow: 
trade, making it a point to keep ir 
touch with customers even when the) 
move away from Spokane. The 
July feature in the household ware 
department was an ovenette at $6.25 
making much of demonstrations. 
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“I have always been proud to be 
a Norge dealer and, honestly, the 
line looks three times more valu- 
able to me now than ever before.” 
That’s how one up-and-coming 
dealer expresses himself about 
Norge. Another writes, ‘‘The 
full line of Norge products is the 
dealer's best bet to the goal of 
year ‘round profits.’’ From 
Kentucky — ‘‘We are Norge 
dealers 100%, handling all the 
products that Norge manufactures, 
and we can truthfully say that if 
a dealer will follow this policy he 
can build up a selling program and 
@ business in his locality that no one 
can tear down.” 

“When I have sold a Norge ap- 
pliance, regardless of what it may 
be, and have registered my profit 
in its column, that profit remains 
in that column’’—writes a dealer 
in Indiana. A dealer in Missouri 
closed out all lines except Norge, 
concentrated on Norge appli- 


That’s what one dealer 
says about the Norge 
franchise 


ances. “By doing this,”’ he writes, 
we cut down sales resistance, edu- 
cated our salesmen to talk but one 
language and price, thereby increas- 
ing our sales 375°% on refrigerators, 
400°;, on washers and we started 
in to sell electric ranges, ironers 
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and all other Norge products."’ 

Messages like these — sincere, 
heartfelt messages reporting suc- 
cess and profits from the sale of 
all Norge appliances—come from 
all parts of the country. Indi- 
vidually, these letters prove what 








can be done. Collectively, they 
prove what is being done by 
Norge dealers. Write for details 
—specific facts about Norge 
products and policies. 

NORGE DIVISION Borg-Warner 
Corporation, Detroit, Michigan 








NORGE 


ROLLATOR REFRIGERATION (DOMESTIC AND COMMERCIAL) @ GAS AND 


ELECTRIC RANGES @ WASHERS AND 


IRONERS © WHIRLATOR OIL BURNERS 


FINE-AIR FURNACES © AIR CONDITIONING © CIRCULATOR ROOM HEATERS 
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Never before has the Ameri- 
can public been so keenly 
aware of the necessity of year 
‘round kitchen ventilation. 
Why? Because today, proper 
ventilation is the rule rather 
than the exception and year 
‘round kitchen ventilation is 
being featured in thousands of 
“New American” and other 
homes in every section of the 
country. 


WHICH MEANS... 


Your fan business is no 
longer seasonal. You can now 
sell General Electric Kitchen 
Ventilating Fans—with profit 
—the year ‘round. And espe- 
cially during the winter months 

. when, because of closed 
doors and windows, kitchen 
ventilation is more important 
than at any other time of the 
year. 


NEW PROFITS 


You can “cash-in” on this 
rapidly growing market for 
year ‘round kitchen ventilation 
by featuring General Electric 
Kitchen Ventilating Fans right 
through the Fall and Winter 
seasons. Get started now and 
reap your share of the new 
profits that this new market 
for year ‘round ventilation of- 
fers you. To help you sell 
your prospects, General Elec- 
tric will provide a store dis- 
play and consumer literature. 
They are yours for the asking. 
Simply get in touch with your 
nearest General Electric Fan 
Distributor. 





“Trade Wind" Window Ventilating 


Fans. Adjustable to fit all ordinary 
windows. Prices — 8-inch, $6.50; 10- 
inch, $9.95. 





Wall Cabinet Ventilating Fan. For per- 
manent installation in new homes or 
homes that are being remodeled. Price 
— $39.95. 





“Standard” and “Master” Window Ven- 
tilating Fans. Adjustable to fit all ordi- 
nary windows. Prices — “Standard,” 
$24.50; “Master,” $32.50. 








HOW TO TAP IT 


Point out to your customers 
the many benefits of year 
‘round kitchen ventilation. Tell 
them that any one of General 
Electric's Kitchen Ventilating 
Fans will: 


1.Remove smoke, 


fumes and cooking 
odors. 


2. Prevent grease stains 
on wall and ceiling 
near range. 


3. Reduce kitchen tem- 
perature while cook- 
ing. 


4. Prevent cooking 
odors from seeping 
into other rooms. 


5. Replace stale air with 
live, moving air. 


6. Make the kitchen 
more healthful, more 
livable, and more en- 
joyable. 


Explain these things to your 
customers. Then, to clinch the 
sale, describe the many selling 
features of General Electric Kit- 
chen Ventilating Fans. Use this 
procedure for “plus” sales and 
“plus” profits. 


GENERAL & ELECTRIC 


FANS 
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SEPTEMBER, 


KE. H. F. A. 


IKE a voice from the grave came 
recent announcements that 
Electric Home and Farm Au- 
thority, nearly-forgotten New Deal 
instrument for pushing electrical ap- 
pliance distribution, has closed con- 
tracts extending its services to munici- 
pal utility customers in Lansing, 
Mich.; Fort Wayne, Ind.; Jackson- 
ville, Fla.; Dalton, Ga., and the Gibson 
County Electric Membership Corpora- 
tion in Tennessee. 

For reasons best known to itself 
EHFA, in striking contrast with most 
Recovery agencies, has shunned pub- 
licity. It doesn’t even have a press 
agent. To such an extreme has this 
policy been carried that considerable 
research was necessary to discover that 
EHFA has been, not dead, but diffi- 
dent ; that during these long months of 
almost unbroken silence it has been 
expanding its territory in a modest way 
and has written a number of contracts 
without even bothering to announce 
their consummation. The full list (see 
table) still falls considerably short of 
nation-wide coverage, but its extent 
will surprise many who had dismissed 
the agency from thought as a total 
loss. 

Focal point of EHFA’s activities 
still remains the Tennessee Valley. 
This is but natural, for EHFA is a 
child of TVA, and was originally or- 
ganized by TVA on January 17, 1934, 
was limited by charter to that locality. 
Heavy domestic use as an outlet for its 
surplus power was highly important to 
the Authority; accelerated appliance 
sales would build up household loads ; 
| therefore EHFA was formed to facili- 
| tate their distribution in every pos- 
sible way. 

Monthly payments under the plan 
are simply computed: 5% annual in- 
terest is added to the unpaid balance 
(down payment must be not less than 
5% of delivered price), the total is 
then divided into equal monthly install- 
ments. Formerly a_ small service 
charge was added to the debt to cover 
part of collection costs; this is now 
| absorbed by EHFA, which pays the 
| collecting agent a $1 booking fee plus 

124c. per month. Minimum contract is 

$40; minimum monthly payment $1.50. 
| Average individual contract has been 
running around $160. 

EHFA is not a party to the cus- 
tomer’s contract, which is made with 
the dealer. It merely purchases the 
paper from the dealer at face value. 
Repossessions are not a problem, for in 
case of default the dealer must re-pur- 
chase the contract and make his own 
settlement by repossession or other- 
wise. 

Although EHFA scrutinizes each 
individual contract and occasionally re- 
fuses one, this set-up makes the dealer 
the real arbiter of who shall receive 
credit, with full knowledge that any 
error will backfire against him, not the 
government. It has worked well. In 
its 24 years of operation EHFA has 
| yet to take a loss. Meanwhile, it has 
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Carries on 


heard from 


Little 
this pioneer admintis- 


tration appliance 
financing agency still 
carries on quietly 


maintained its capital unimpaired and 
paid its own way without recourse to 
Congress for more money. 

The EHFA plan was not limited to 
those supplied by TVA power, but was 
available to any system in the Ten- 
nessee Valley on which consumer rates 
were low enough to make possible the 
liberal use of current by the family of 
average income. 

In August, 1935, EHFA (which is, 
to keep the record straight, a wholly- 
owned government corporation) was 
reorganized and given the entire 
United States as a field for action. The 
three TVA directors who had headed 
it returned to their knitting in the 
Valley, and were replaced by a number 
of directors drawn from the ranks of 
the Reconstruction Finance Corpora- 
tion, with Morris L. Cooke of the 
Rural Electrification Administration as 
president. Announced intention was to 
give to REA the ardent support that 
had hitherto been limited to TVA. 
There was much talk of the tremendous 
volume of appliance business that could 
be tapped in rural areas. 

Then came long silence. There were 
conferences anew with electrical manu- 
facturers and with the plumbing in- 
dustry (rural electrification stresses 
greatly the importance of adequate 
plumbing facilities as one of the cor- 
rallary benefits of electricity). This 
had all been done before, but of course 
the new directors had to be oriented, 
and the rural aspect of the problem 
needed further discussion. Then came 
more silence. EHFA was still con- 
sidering how best to spread the bene- 
fits of electricity, but it was very quiet 
about doing so. Then Morris Cooke 
resigned his presidency, with the ready 
explanation that REA’s rapid growth 
made it impossible for him to serve two 
masters. The knowing ones nodded, 
and were later confirmed in their 
opinion that EHFA was on the skids 
when the Norris bill placing REA on 
a permanent footing also gave it au- 
thority to make appliance loans. Why 
should REA’s power duplicate those 
of EHFA, unless the latter was on 
the way out? 

But all this time, it seems, EHFA 
was quietly and conservatively carry- 
ing on—not setting the world on fire, 
nor even beginning to fulfill the rash 
predictions made at the time of the 
reorganization, but still signing up a 
contract here, another there, and keep- 
ing the news to itself. 

The difference was largely one of 
attitude. Back in the Valley, the move- 
ment had been a Crusade. Moved to 
Washington, it became just another of 
(Please turn to page 87) 
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NEW ELECTRIC IRON FOR 


INCREASED PROFIT! 


@ Nowhere else will you find a fresh—fully built-up 
demand market with a 100% open field—to walk into 
and reap the harvest of profits. 


No other appliance offers you a completely educated 
market to walk into. 


There are over 22,000,000 customers in this market 
that know—that have used electric irons for more than 
25 years. 


Here is an electric iron that is far out in front of the 
parade—here is a market wide open—the net result can 
only be PROFITS—do you want them? 


AMERICA’S LEADING ELECTRIC IRON . . . THE CORD-LESS-MATIC .. . 


@ After years of continuous use in laundries, throughout the country the CORD- 
LESS-MATIC has proven that it is right—it has stood the test of time—of use—and 
the most severe use too—in laundries and dry cleaning plants—in hospitals and in- 
stitutional laundries. What better proof could there be of rightness—of durability. 


DEALERS—ASK YOUR JOBBER or WRITE DIRECT FOR 2 & 1 INTRODUCTORY OFFER 


PTA the (ord OW ats 
for Lighting Sales CONTAINS MORE SALES POINTS 


THAN ANY IRON WITH ATTACHED CORD 
AN ELECTRIC TEA KETTLE WITH 


@ Complete your 
CUSTOMER APPEAL IN ALL THESE POINTS 


coverage of the 
* Faster than gas or electric range. 



















iron market with 
this line of 4 
pound and 6 
pound modern 
up-to-the-minute 
super-speed— 
super-surface electric irons—be out in front of 
the parade with these non-competitive irons— 
these super eye-appealing—super-sales appealing 
electric irons. 









* Cuts off current if it boils dry—no danger of burn-outs. 






* Made of extra heavy cast aluminum. Highly polished. 








* Bird-like whistle sings when water boils. 





* Cover on spout opens automatically when kettle is lifted. 





* Built-in units insure high efficiency and long life. 





40% MORE IRONING SURFACE 


@ Here is more ironing surface—full 36 square 
inches—than ever before found in any domestic 
electric iron—fully 40% more than the average 
flat iron. This means faster ironing—more sur- 
face covered—more pieces ironed—more time 
saved than heretofore. 
























































@ All models are —— with adjustable 
thermostats, plainly marked with divisions for 
the various types of ironing. 






























BRANNON INCORPORATED 14307 tind avenue DETROIT, MICH. 
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De) 6343. Pencil-striped 
Self-Starting. 
igh, 944" 


diameter. 
$4.50. 


Here’s a real “self-starter” for your clock business — a golden opportunity to 
“cash in” on the modern beauty and appeal of America’s smartest clocks. 
As an inducement to prompt action, we have created a special self-starting 
clock of blistered mahogany, inlaid with satinwood. You will easily get YW 
$9.00 for this impressive, appealing timepiece — but it is sent you abso- 
lutely FREE on the terms set forth in the coupon. Ne 
Styled by one of America’s most famous modern designers, G 
Herman Miller Electric Clocks have long been featured by shrewd 
vial . : merchants who recognize the demand for well-made accessories in YS 
a Megle Buri end the best contemporary spirit. This offer is made for one purpose = 
pp» tee he only to increase the number of friends the big Herman 
alarm. 514" high, 780° Miller line already has made in the trade. %S To 
Look over these handsome models. Make up your order 
attach the coupon — and mail it today for your free 


clock. And be sure to write for the 1937 catalog with 
over 30 NEW models. 
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6355. Chrome 
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AMERICA'S SMARTEST CLOCK LINE 
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The Ory BURNER Situation 
New York City 


Competitive buying . . . competitive selling 


and other aspects of one of the country’s 


most important automatic heating markets 


T THE recent Detroit Con- 
vention of the Oil Burner In- 
stitute, the Institute’s Manag- 

ing Director G. Harvey Porter of 
New York stated, “that oil heat for 
homes is sweeping the country, and 
that it is one of America’s youngest 
and fastest-growing industries.” 

Mr. Porter’s statement certainly is 
encouraging. 

You may admit that automatic oil 
heat has been accepted by the public; 
and that it is only a question of time 
when most homes throughout the land 
will have coal bins replaced with oil 
tanks. 

But as to profit, that is another 
question. With a few exceptions, 
there is very little of that in the oil 
burner business, in Greater New York 
City at the present time. At no time 
has the public applied such extreme 
caution in making a purchase, as it is 
doing at present in the purchasing of 
an oil burner. Cold deliberation, pa- 
tience, and extra precaution seems to 
be the watch-word. Why? 

Because there is a considerable 
amount of money involved in an oil 
burner transaction. Five hundred to 
one thousand dollars in these times are 
not extracted too easily from home 
owners, many of whom can barely 
pay their taxes, and interest on their 
mortgage. Most of these people as 
the saying goes, “are from Missouri,” 
they want to be shown, and how! and 
why! 

Yes it is quite true until a few 
years ago, oil burners were sold with 
less sales resistance because there was 
less competition. 

Prospects then were in the higher 
bracket class, who could well afford 
to spend twelve hundred to fifteen 
hundred dollars for a Unit Installa- 
tion. The profit on such transactions 
encouraged more competition in this 
new fertile business. 

For example in the Red Phone Clas- 
sified Directory of the Borough, of 
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By Joseph Salzman 


3rooklyn, New York, in the year 
1928, there were 33 oil burner dealers 
listed under the caption Oil Burners. 
In the year 1936, there are 162 under 
the same caption. That does not 
include many hundreds of plumbers, 
fuel dealers, and others who have 
entered this new and promising indus- 
try, and whose names are listed in 
the phone directory under their respec- 
tive headings. 

It is therefore quite obvious, that 
today, the oil burner business is a 
horse of a different color. 

Let us review closely, what is going 
on in the oil burner business in 
Greater New York City, so we can 
learn what keen competition can do, 
to undermine a new industry. 

The oil burner prospect of normal 
intelligence seems to know more about 
an automatic oil heat installation than 
the salesman who contacts him. 

Some prospects have spoken to as 
many as ten oil burner representatives 
through a period of a number of 
years before making a purchase. 

During that period of time they 
have been educated. by the various 
salesmen. Listening to many contra- 
dictions pro and con as to the good 
and bad features of various compe- 
tive makes. They have also obtained 
written estimates with specifications 
included from various oil burner 
dealers. They were thus in a posi- 
tion to compare competitive prices, 
so they could pick out the lowest 
bidder. 

The price variations on some esti- 
mates varied as much as two hundred 
dollars, which put Mr. Prospect in 
a quandary, and made it extremely 
difficult for him to make a decision 
as from whom to buy. 

Some prospects have actually gone 
back to coal heat rather than 


spec- 
ulate on an oil burner which may 
prove disappointing. 

It is indeed unfortunate that 


“Tricks of the Trade,” that oft re- 


1936 


peated expression put into practice in 
various industries, has already been 
applied in the oil burner business, and 
to its detriment. 

In the Pape-Swift Boiler Reference 
300k, used by all those requiring such 
information as boiler numbers-grate 
area-heating surface and manufac- 
turer rating, etc., there is a paragraph 
underlined the extract of which 
follows. 


As is well known to the trade, 
many of the older boilers have been 
overrated and we emphasize the im- 
portance of checking all specifica- 
tions in these cases. 


The overrating of the old boilers, 
makes them too small for the heating 
requirements in many homes in which 
they have been installed. Many oil 
burner prospects who wanted to save 
money on the original installation of 
automatic oil heat, and could not af- 
ford the expense of a new boiler, 
were convinced by high pressure sales- 
men who were mainly interested in ob- 
taining the order, to use their old 
boiler. These customers learned to 
their regret, that the inefficiency of 
such an installation meant an abnormal 
amount of Fuel Consumption which 
made the operation of the oil burner 
far more expensive than coal. 

Dissatisfied oil burner customers 
with inefficient conversion installa- 
tions, have helped to retard new oil 
burner prospects in making a buying 
decision. 

The wise oil burner dealer who 
wishes to remain in business, should 
absolutely refuse to take a conversion 
job wherein the boiler is too small 
to meet the radiation requirements 
of the house. 

The oil burner dealer who wishes 
to decrease sales resistance must have 
at least six users, or customers who 
have purchased automatic heat 
installations. 


oil 


These installations are a sort of 
foundation for his business. Oil 
burner propects who are ready to 
buy, insist on seeing a few sample 
jobs of actual work done. 

Some new oil burner dealers have 
gone to extremes in obtaining these 
sample installations, by practically 
sacrificing them at cost price. Busi- 
ness practices of that kind, creates 
unfair and extremely tough competi- 
tion, and quite obviously tends to 
demoralize the oil burner business. 

Some oil burner dealers have not 
awakened to the fact, that an oil 
burner salesman is not what the name 
implies. 

To sell oil burners, and to speak 
intelligently to a prospect, one must 
have a fundamental working knowl- 
edge of the present heating systems 
in use. He must familiarize himself 
with the names of popular boiler man- 
ufacturers, their boiler ratings, prices, 
and various technical features. 

He should be competent to make 
a correct survey, of the prospect’s 
home, not only by measuring radiators 
and counting sections, but actually 
obtaining the required radiation of 
the home, by measuring the square 
feet of the individual rooms, windows, 
exposed walls, and applying Mills 
Rule to obtain the total required 
radiation. 

The oil burner salesman will be 
asked to quote prices on boilers, hot 
water generators and hot water tanks, 
circulating systems, also necessary 
main changes to increase efficiency of 
heating system. 

If lacking these essential qualifica- 
tions, no matter how competent or 
brilliant a salesman he may be, he 
will just be wasting his time. 

Home owners, particularly those 
who take a keen interest in their 
homes, are quite familar with the 
workings of their heating system. 
Prospects of that type, won’t waste 
any time speaking to an oil burner 
salesman who doesn’t know what he 
is talking about, when endeavoring to 
apply the conventional hocus-pocus 
sales talk. 

Some oil burner prospects are hesi- 
tant to do business directly with the 
salesman that calls on them. 

They are firmly convinced after 
making many inquiries, that it is best 
to do business directly with one of 
the executives of the company. 

In doing so, they are inclined to 
believe they will save the salesman’s 
commission. 

Prospects have successfully obtained 
reductions from some oil burner deal- 
ers where there was no commission 
involved. In other instances oil 
burner prospects thought they ob- 
tained reductions, but in reality they 
didn’t. Salesmen however received 
their in other instances they 
didn't. 


share, 
(Please turn to page 86) 
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SALES 


.- BEYOND 
THE POWER 


ET the prospects 

beyond the power 
lines ... the prosperous 
farm homes tucked 
away on the side roads not marked by 
power poles. There are more than 5 mil- 
lion of these homes... plenty of them in 
your territory. 


Get these worthwhile prospects with these 
Briggs & Stratton Sales Makers: 


BRIGGS & STRATTON 
POWER-CHARGER 


— power anywhere without city current 
— for full-time radio — electric lights — 
gasoline motor power. Electric Start- 
ing. Keeps 6-volt batteries fully 

charged — provides dependable 
electric light up to 200 watts—has 
direct power take-off for driving 
small equipment. Includes features 

found in no other plant, is fully 
guaranteed, and nets you a gener- 
ous profit. Lists at $59.50. 


BRIGGS & STRATTON 
GASOLINE MOTORS FOR 
WASHING MACHINES 


Accepted by farmers everywhere as the most depend- 
able washer motors built—nearly % million already in 
use on American farms beyond the power lines — 
4-cycle — trouble-free. Recognized for rugged con- 
struction and mechanical excellence by washer manu- 
facturers who demand quality motors. 


BRIGGS & STRATTON 
GASOLINE MOTORS FOR 
SMALL EQUIPMENT 


Everywhere Briggs & Stratton stationary, 4-cycle 
air-cooled gasoline motors are known for their 
consistent dependability under every condition 
of service. Hundreds of builders of a wide 
range of equipment, including lawn mowers, 
light farm machinery, small pumps, garden 
tractors, and almost every other type of small 
unit requiring power, have adopted Briggs & 
Stratton gasoline motors as standard when 
electricity is neither available nor practical. 
Write for the complete facts on these 
Sales Makers beyond the power lines. 


BRIGGS & STRATTON CORP. 


MILWAUKEE, WISCONSIN 


or 


(BrRiGGS & STRATTON ) 
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Higher Priced Washers 


in 


Small Towns i 


“Law of Gravity” 
leads Brown 
Brothers, Marengo, 


Yowa, to average list 
price of $74.50 


é 
UT where the tall grass be- 
gins—in those towns of 2,000 
to 5,000—the average ist 


prices of washing machines run much 
higher than on the great white way. 

That statement has been bandied 
about for some time. But, like the 
Irishman’s flea, nobody has pinned it 
down. Few washing machine manu- 
facturers trouble to track down the 
trickle of their distribution. It has 
taken a camera, and a visit to a hard- 
ware store in which washers are not 
a major item to bring back a picture 


of the way distribution winds are 
blowing. 

“What do you want to wréte a 
story about us for?” asked A. R. 


grown of the Brown Hardware Store, 


The confidence of thirty 
years of face-to-face trad- 
ing leads farmers to prefer 
the Brown recommendation 
against mail order prices 


SEPTEMBER, 






| 


Marengo, Iowa. “We’re not hot shots 
in washer selling. We just let wash- 
ing machines ride along. It has been 
five years since we had a man work- 
ing outside. Since then we have fol- 
lowed the line of least resistance.” 

Yet that line of least resistance has 
led them into selling machines which 
average $74.50 list. It has taught 
them that a $39 price does not bring 
in customers, but simply gives away 
profit. Last year the firm made a 
gross profit of $745 on washers. Had 
they carried cheaper merchandise, they 
would have sheared off $200 from this, 
without making it easier for them- 
selves in any way. 

When the high priced washing 
machine days departed, the Brown 
Hardware Company didn’t see any 
sense in having an outside man any 
longer. Certainly farm implements 
could not be sold outside on such a 
price level. So the house laid in a 
stock of washers—five is the average 
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While city dealers have swap» 
Brown Brothers (A. R. above) ha 
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sllars on no profit bargains, the 
4 machines at a substantial profit 


inventory—and started out to see how 
much business floor traffic in a town 
of 2,112 would develop. 

“We sold 50 washers in 1929, the 
last year we had a man out,” relates 
Mr. Brown. “We paid him 20 per 
cent commission and gasoline. In 
1935, we sold 25 washers off the floor. 
Most of them ran around $89. We 
only sold two at $39. The average 
price on what we have here on the 
floor today is $74.50. Profit on 25 
machines at $74.50 amounts to about 
$745—and we don’t give 
away for commissions or 


anything 
gasoline. 
We sell washers right in stride with 
our other work.” 

Mr. Brown pointed out that the 
mly smart thing the house did was 
to choose machines at a price level 
that insured absolute satisfaction to 
the buyer and a profit to the firm. 

Comparing the present system with 
the canvasser method, Mr. Brown 
thinks that a canvasser brings in 
washer sales six months ahead of 
normal. Farmers, however, have a 
deeply ingrained habit of coming to 
town Saturday night, and sooner or 
later their washer want brings them 
in the store for a look. None of the 
farm sales have reverted, and only 
one or two of the town contracts, 
when sold on this basis. 

Half of the Brown sales are soll 


for all cash, and about half of the 
machines are gasoline powered. 
Brands carried are Speed Queen, 
ABC, General Electric and True 
Value. 


Mr. Brown opposes the leasing out 
ot washer departments. “We were 
offered 5 per cent on all sales for our 
department,” he relates. “No invest- 
ment. It looked pretty good, except 
for one thing. A lot of high binders 
would work the territory, under our 
name, and promising the moon. We’ve 
been thirty years making friends with 
our people, and don’t think 5 per 
cent is price enough to permit our 
good will to be torn down.” 














\\ 
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In state after state, Washing 
Machine Dealers and Distribu- 
tors tired of “bread and water 
diet,” are changing over to the 
“cake” profits offered by — 


The 1936 Line of 
AUTOMATIC 
WASHERS 





Besta yg 
“Cutting 14 Carload Slice” 
Mr. Chas. L. Schwartz, President of the 


Lee Hardware Co., Salina, Kansas, writes: 

“The franchise to distributors of The Auto 
matic Washer and Ironer line is considered one 
of our most valuable assets and we believe we 
may say the same for our retailer agents who 
daily record their attitude with ever increasing 
orders. 
“With the 1936 line of Automatic Washers and 
Ironers, you are making it possible for dealers 
and distributors to again return to profitable 
operation through universal consumer acceptance 
and an adequate markup on each sale 
“It is indeed a treat to ‘Eat cake’ and “Have it’ 
after the long experience on ‘Bread and water’ 
profits. We shall cut for ourselves in 1936, a 14 
carload slice and we know we will like it.”’ 

. + ° 

Why not get all the facts about 
the Automatic franchise and see for 
yourself why it is being so enthusi- 
astically received by Dealers and 
Distributors? Check the Automatic 
line against any other for values. 
Note the exclusive sales advantages. 
Figure your net profits. You will 
quickly see why you, too, can “go 
to town” with the Automatic Line. 
If there’s a better proposition 
offered anywhere on any line, I 
haven't heard about it. Get the facts 
and see if you don’t agree. 


President and General Manager 


1936 


Here’s How Automatic Gives 
Dealers What They Asked For 


1. 
2. 
3. 
4. 


5. 


A PIECE OF CAKE” 


SEND THE COUPON =! 












































































5 MODELS 


ranging from $49.95 upward. 
(Slightly higher in West.) Sev- 
eral available with gasoline en- y 
gine power, Also the new Auto- . 
matic Save-A-Day Ironer. 








A complete line. 

A line with real quality. 

“Eye Appeal” in every model. 
Exclusive sales advantages. 
Effective merchandising helps. 
A worth while profit. 


Automatic gives you all these, in- 
cluding “the best profit in the 
industry.” 


AUTOMATIC WASHER COMPANY 
201 W. Third St. Newton, lowa 





Automatic Washer Company, 
201 W. Third St., Newton, 


Yes! ... I'd like to “eat cake” 
Send along your proposition. 


Iowa 


for a change. 


Dealer’s Name 





City State 






Address 
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The Horizon of 
Merchandising 


It has been the smug assumption of American 
merchandising men of the second flight that we 
have, as storekeepers, some sort of world monop- 
oly on brains, enterprise and promotional efh- 
ciency. 

"Tain’t so. 

Across the big water is the greatest display 
window in the world; another in Paris, is the 
most brilliantly illuminated. Barcelona, Spain, 
sells electrical merchandise “like nobody's busi- 
ness’; Japan boasts a portable lamp department 
equal to our very best; Bombay, India, can show 
us a few tricks; South Africa, Australia, a half 
dozen cities below the Carribean, Dublin, Man- 
chester, London — there’s hardly a major city in 
the world today which is not making electrical 
merchandising history. 

Of course their conditions are different, but 
many of their ideas are far more sound than ours 
in this country. For one thing, they are in busi- 
a point which many Ameri- 
can merchandisers seem to overlook. We might do 
well to enlarge our horizon, study some of the 
methods of our overseas brethren, and get our- 


ness to make money 


selves more securely into the black ink. 


Monumental Jobs 


Talking with Graves, of Curtis Lighting, he 
spoke of “monumental jobs,” and then showed 
us a picture of a 25-foot store on a side-street 
He declared that the lighting of this small shop 
located in the back-waters of a great city was 
1 “monumental job.” 

The French have an expression which, literally 
translated, is “it gives one furiously to think.” 

Well, we did a little furious thinking about 
this pine-size “monumental job” and we were 
compelled to agree with Graves. It is not size 
but quality that counts—quality of salesmanship 

Che electrical merchandising business has suf 
fered from more than its fair share of sub 
quality salesmanship. 

We in this industry are prone to think in 
terms of price, volume, installments, discounts, 
commissions and ballyhoo. We seldom think in 
terms of the customer’s needs and circumstances 
Selling a 98-cent percolator to a customer who 
should properly buy a 5-dollar number is lousy 
salesmanship—selling that same 98-cent percola 
tor to a poor but ambitious housewife who lives 
on the other side of the tracks may well be a 
“monumental job.” 
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Dollars That Lean 
On Shovels 


Anyone who has seen a CWA gang engaged 
upon a “project” will have remarked the com- 
paratively new but very highly developed tech- 
nique of shovel-leaning. The idea is to sink the 
blade of the shovel into the ground sufficiently 
so that it will not slip, then lean upon it hour 
after hour until somebody comes with a Lincoln 
car to take you home to your sizzling steak and 
ever-loving wife. 

The procedure, we rise to remark, is not lim- 
ited to CWA. It is duplicated in the inaction of 
a large percentage of the dollars invested in the 
electrical merchandising business. They don’t 
work. They don’t produce. They figuratively 
lean on shovels. 

A recent speaker made a very significant state- 
ment the other day. “In times like these,” he 
said, “every dollar must be held to strict ac- 
countability.” 

It’s a thought worth smoking a pipe over. 





.eTrrVgees 











Likes Rae Articles 
To the Editor: 

The writer read with much interest the article 
in the recent issue of Electrical Merchandising 
entitled “Lamp Man and Lighting,” the second of 
a series on this romantic business by Frank B. 


Rae, Jr. The writer hopes vou will continue this 


series and that other series of a like nature can be 
included in the future issues of the magazine. 

It is very seldom that the writer ever reads a 
single article in a magazine because they do not 
particularly interest him, but the writer does look 
through each issue of your magazine very carefully 
and particularly notices the new items mentioned 
and all of the ads of the manufacturers. 

Joun W. CocHLIN, 
Coghlin Electric Company, 
Worcester, Mass. 


Milwaukee Explanation 


To the Editor: 

Reading your article on Milwaukee by G. E. 
Stedman, I can answer in a few words instead of 
5 pages: there is more intelligence in Milwaukee 
between the workers than any other city in U. S. A. 
They will not buy when they are not able to pay 
for it so they buy for cash only—besides they save 
money. It’s a Socialist town. 

L. BERGER, 
Brooklyn, N.Y. 


Dishwasher Solvent 
To Frank B. Roe, Jr. 

[ am very much interested in your article “The 
Truth About the Dishwasher” which appeared in 
the April issue of Electrical Merchandising. 

You certainly have “cut right down to the bone” 
of the problem, with expert analysis, in attacking 
the solvent angle. 

Do you know what kind of solvent the army 
used? Could you refer me to some good sources 
of information and supply regarding solvents for 
dishwashers? .. . 

Joserpu C. BUCKLEY, 
Bridgeport, Conn. 


I doubt if the Army would reveal the solvent it 
used in the combat areas of France, because it was 
later discovered that this chemical was the cause 
of dysentery. 

The solvent our family found excellent in two 
locations was a preparation known as Okite— 
powerful enough to be utilized in carload quantities 
by automobile manufacturers to clean cylinders 
after boring, yet so non-injurious that many men 
use it as a shaving medium. In the small town 
where I now live we secure from the Farmers’ 
Exchange a “water softener” concocted by a 
chemist who used to live here, the problem being 
to neutralize well water which is so hard you could 
bounce a brick off of it. 

As I said, this is a local problem. You might 
try Okite, and if this is not satisfactory I suggest 
you consult the professor of chemistry in a nearby 
college or high school. 

FRANK B. Rag, Jr. 





“For a couple of dollars 
more | can put this on the 
air for you" 
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eAn Important Message 


TO THE LAMP DEALER WHO WANTS 
AN EXTRA PROFIT NEXT MONTH 


Next MONTH is the beginning of the “eye- 
strain” season . . . shorter days and longer nights. 
At this time of year millions of boys and girls 
need better light for studying and reading. Mil- 
lions of parents need better light for sewing, 
darning, and other close seeing tasks. These 
people—your customers—will need better lamp 
bulbs and more of them to light their homes and 
protect their families’ eyesight from the dangers 
of the “eyestrain” season. 


They want bulbs that give them all the light they 
pay for ... bulbs that won’t burn out early or 
grow dimmer and dimmer and cheat their eyes 
of light they need. They want the kind of bulbs 
that Stay Brighter Longer . . . such as Edison 


Mazpa lamp bulbs. 


You, as a lamp dealer, have a better opportunity 
to make more profit next month by selling 
Edison Mazpa lamps than at any other time of 
the year .. . possibly than at any other time in 
several years. Here’s why: 


FIRST, as part of the Better Light-Better 
Sight program this fall, the entire 
lighting industry is starting a super 
advertising campaign in October to 
sell 1,000,000 I. E.S. Better Sight 
Lamps in 31 days. This tremendous 
effort, in celebration of the Second 
Birthday of the I.E.S. Better Sight 
Lamp, includes $85,000 worth of 


special advertising in the leading 
















. . or about 40,000,000 advertise- 
ments in one month’s time. You can make this 
campaign work for you by featuring I.E.S. Bet- 
ter Sight Lamps in your windews and on your 
counters . . . along with the 100-watt (and larger) 
Edison Mazpa lamps these lamps require. 


magazines . 


SECOND, in addition to this I. E.S. Better 
Sight Lamp advertising, the General Electric 
Company is concentrating the bulk of its Mazpa 
lamp advertising in October in 22 leading maga- 
zines. This powerful advertising tells your cus- 
tomers why they should buy Better Bulbs for 
Better Light . . . the kind that Stay Brighter 
Longer. You can sign your name to this advertis- 
ing by displaying current advertisements in show 
windows and on sales counters, by using Edison 
Mazpa lamp displays at the time the advertise- 
ments tying in with them appear in the maga- 
zines, by using the sales arguments from the 
advertisements in personal selling, and by tying 
in local advertising with this great nation-wide 
campaign. 

For these two big reasons we believe 
that Edison Mazpa lamp agents who 
want to make an extra profit next 
month have a bigger opportunity 
than ever before. Lf you would like 
further information see the jobber 
who serves you or write to General 
Electric Company, Dept. 166, Nela 
Park, Cleveland, Ohio. 
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a7 -Niaa DAYS 


DALLAS and CLEVELAND 
are two points where 
electrical appliances 
are being displayed in 
World Fair surroundings 


oF) 





The “main Stem” : ’ , 
at Cleveland's Great ‘fs ; 
Lakes Exposition “ { r | 
looking north to- 
ward the Lagoon 
Theatre. Note the 
nautical influence is 


gained by ship's 


masts the crow $s . 
nests of which con , z= 
ceals 18 200-watt ; 
floods P 
a s ie ma ms Cs -. AA 4* 












& 
J, 


Dr. J. W. Bass, director of health of Dallas turns on a 300-ton Delco- A big bunch of electrical appliances, finished in porcelain enamel are a natu- 
Frigidaire air conditioning system in the General Motors auditorium ral feature of the display in the Porcelain Enamel Building at Cleveland's Great 
at the Texas Centennial. Left is A. C. Freimann and Phil M. Bratten Lakes Exposition. This is just a portion of the huge exhibit. 
of Delco-Frigidaire. 


* 





These “Rangerettes” seem to be enjoying the business of electrical housekeeping at And here is a miniature farm house and lot showing electrical conveniences for the 
the Texas Centennial. They are shown in a part of the Westinghouse display which household and labor saving equipment for the farm as exhibited by Westinghouse at 
featured ranges, water heaters, washers and ironers. the Texas Centennial in their electrification display. 


Displays of Gen ~ © A view of visi- 
eral Electric at ee tors looking over 
Great Lakes Ex- wt ‘ as "J " the General Elec- 
position, Cleve- ' is / /* tric's New Amer- 
land range from : 


ican Home ex- 






the scientific to * hibit at the 
dramatization of ~ Texas Centennia! 
products, largely +4 Exposition at Dal- 
in the household iss las. The exhibit 


utility field. Visi features a "‘li- 
tors are allowed | , v near” home, with 
to snap on the | 3 v : 4 all rooms open 
50,000 watt ; on one side to 
lamp : -- oe « , facilitate inspec- 
= tion by the large 

crowds. 
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Tell your PROSPECTS 
what THEY want to Hear 


The SPEED QUEEN with MONEL 


METAL TUB gives em what they ask for! 


» out that list shown above and paste 
it in your hat. It shows the first five 
sales points on Electrical Merchandising’s 
summary of what women want in a wash- 
ing machine. The article was headed: 


Buying Factors That Will Influence 
Washer Decisions 


Now just check over the facts about the 
SPEED QUEEN with Monel Metal tub: 


15.5% of your prospects put “Cleansing” 
first. Cleansing, you know depends on de- 
sign. The “Speed Queen’s’” famous bowl- 
shaped tub is highly efficient. And the eff- 
ciency of its design is only made more dra- 
matic by the use of the equally efficient 
metal, Monel. 


14.2% of your prospects say they want 
“Durability.” These people are just asking 


you for Monel Metal! It is stronger than 
steel. It is tough. It wears forever. And (see 
point 5) it cannot rust under any circum- 
stances. Soaps, alkalis, and washing com- 
pounds will not corrode or pit Monel Metal. 


Moreover, Monel Metal is solid. Noth- 
ing to crack. Nothing to chip. Nothing to 
peel or wear off. Monel Metal’s strength 
and long life are known. It is used by in- 
dustry on such jobs as salt driers, where 
rust and the endless grind of coarse salt 
crystals make short work of other metals. 
It's used in oil drilling where tons of sand 
and grit are separated every day by Monel 
Metal screens. It’s used in hotel and res- 
taurant kitchens where countless pots and 
pans and dishes are shoved around on it for 
years. Wherever durability is needed, wher- 
ever wear is troublesome, Monel Metal is 
almost automatically chosen. 





11.3% of your prospects ask for ‘'Con- 
venience.” The “Speed Queen” is noted for 
its simplicity of operation. The Monel 
Metal tub stays bright and nice looking 
with ordinary care; and neither wse nor 
rust nor corrosion dull it. 


11.6% of your prospects say, “I want 
Speed.” Monel Metal, being practically 
wear-proof, and smooth as glass, makes 


speedy operation safe for the load. 


9.9% say, “Easy on the clothes.” And 
that means a tub of Monel Metal, because 
Monel Metal never gets roughened by wear, 
rust, or corrosion. Also, it means that no 
metallic corrosion or rust will stain the 
clothes. 


When you tell your prospects the above 
advantages of Monel Metal, you tell them 
what they want to hear. 


THE INTERNATIONAL NICKEL COMPANY, 
INCORPORATED 


67 Wall Street New York, N. Y 


Monel Metal is a registered trade-mark applied to an 
A alloy containing approximately two-thirds Nickel and 


PAONED one-third copper. Monel Metal is mined, smelted, re- 
{ METAY \ 


fined, rolled and marketed solely by International Nickel. 
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could lug it upstairs in two sections 
weighing approximately 35 pounds 
each. The ad showed a woman carry- 
ing the 35-pound portion suspended 
from her little finger. 

Them were the happy days! Of 
course the names of Kirby and 
Kenney and Chapman and a dozen 
others flash across the memory. A lot 
of men deserving of great credit never 
reached the spotlight, some who were 
mere opportunists made money; but 
so far as my personal memory serves, 
the janitor Spangler who managed to 
interest his friend W. H. Hoover— 
at that time manufacturer of horse 
collars and what was then known as 
“harness jewelry’—was the lad who 
really hatched the egg. As I have 
previously said in this series of 
reminiscences, I make no pretense to 
historical accuracy and certainly would 
not wittingly do any man an injustice: 
all I am doing is to set down my 
personal impressions and memories of 
this romantic business. 


* * * 


My own connection with vacuum 
cleaners occurred along in 1907 or 
thereabouts when I was running a 
sort of advertising business in New 
York. 

My office door burst open—in 
jumped a stocky lad all out of breath, 
eyes popping. “Frank,” he yells, 
“We'll make a fortune!” To which 
| replied, “That’s be nice, but how 
do we dispose of the body?” 

Well, to brief it, this chap was Ben 
Whalen, ex-ball player and at the 
moment salesman for Buckeye lamps 
for whom I wrote more or less futile 
advertising. He had been down in 
Texas or somewhere and had picked 
up a sales idea that was really great. 

At that time electric light companies 
sold appliances at brutally cut prices 
simply to build load. Vacuum cleaners 
consume very little juice and so were 
of no interest to the utilities. Ben’s 
scheme was to use the then fat sales 
margin of the vacuum cleaner to 
carry along a group of “free” premi- 
um current-consumers such as irons, 
grills, heaters and other 500 to 1000- 
watt household units. It was a very 
swell idea under the trade conditions 
which obtained at that time. 

Ben had taken this scheme to Bill 
Wise of the Wise-Harold Company 
down in New Philadelphia, Ohio, and 
had sold him not only the sales plan 
but had sold him on the belief that I 
was the one and only man out of jail 
who could put it over. How or why 
Whalen got this perfectly nertz notion 
is still one of the world’s unsolved 
mysteries. However, Ben flashes a 
very convincing check, and the upshot 
was that I became a vacuum cleaner 
salesman. 

“The place to start this thing is in 
Denver,” says Ben, “Helz belz,” sezzi, 
“Denver is a long way off. Why not 
walk over the bridge to Brooklyn or 
take a nickle ferry to Jersey. They 
got electric light companies in both 
places.” But Ben had grander ideas, 
and so the upshot was that we tore 
into Bill Wise’s bankroll for a joy 
ride to Denver. The stop-over in 
Chicago was in the extremely ritzy 
Hotel Blackstone, and to fill in time 
between trains Ben goes out and buys 
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himself six silk shirts which were 
cleverly concealed in the expense ac- 
count. My own contribution to Bill 
Wise’s headache was the purchase of 
an 18-dollar bottle of cognac of a 
vintage recommended to me by my 
friend, Count Guy de Lasterie—of 
whom more anon. 

The whole expedition was fantastic, 
but out of it we sold quite a few 
thousands of vacuum cleaners to Clair 
N. Stannard of Denver, C. Walter 
Jones who was then doing some very 
clever salesmanaging for Utah Power 
and Light, and to Jim Davidson who 
was building up a top-flight reputation 
as manager of Portland, Oregon. 

Back in Chicago, I finally induced 
my very staunch friend, Bill Hodge, 
to secure for me the opportunity to 
strut my stuff before the potentates 
of H. M. Byllesby and Company. At 
that time Arthur Huey was the mule- 
skinner in charge—and when I say 
mule-skinner I mean to convey the 
idea that he could not only act like a 
mule-skinner but he could talk like 
one. No disrespect. They didn’t 
make ’em much better than Arthur 
Huey despite the fact that his con- 
versation sometimes reminded you of 
a wagon train bogged down north of 
Quisy. 

To continue. I gets into the offices 
of Byllesby, unlimbers my very fancy 
demonstration cleaner, makes my 
spiel, snaps the switch and—the dumb 
thing goes off in my face like a hand 
grenade. What happened I do not 
know, what Huey spat was something 
’‘twere better to forget, what Bill 
Hodge said was, “Too bad, feller.” 

But I did not sell any vacuum 
cleaners to Byllesby. 


* * * 


The Century took a very sad 
vacuum cleaner salesman back to New 
York. But, as the poet saith, “Hope 
springs eternal.” After I had slept 
off the effects of the Byllesby grenade 
explosion I grabs a rattler on the well 
and favorably known Pennsylvania 
Railroad for Philly where I proceeds 
to hypnotise another good friend, 
Howard Mohr. Howard was by title 
advertising manager of the Philadel- 
phia Electric Company but actually he 
pretty much directed the company’s 
load building. 

The Ben Whalen scheme appealed 
to him, but, sezze, “We will need an 
expert demonstrator.” I was stopped 
for a minute, for I had no more 
demonstrators than the guy who builds 
electric chairs, but I suddenly remem- 
bered that I had a very smart secre- 
tary of the name of Clara Zillesson 
who had come to me in the old Holo- 
phane days fresh from what they then 
called a “business college,” with blond 
pigtails hanging down her back and a 
tendency to say “ja” and “nein.” But 
she quickly shed the pigtails and the 
Tuetonic brogue, and was at this time 
about the keenest feminine brain I 
have ever known. I loaned her to 
Howard as a demonstrator. 
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The next scene revealed Miss Zilles- 
sen in the Philadelphia Company’s 
palatial customers’ room at Tenth and 
Chestnut Streets, nonchalantly retriev- 
ing confetti from a rug with one of 
Bill Wise’s temperamental vacuum 
cleaners. In stalks Mr. Johnson, then 
president of the company, and he 
tosses six kinds of a duck fit. 
“Omigawd!” shrieks he, “take that 
contraption out of here!” So Miss 
Zillessen and the cleaner were rele- 
gated to the basement, from which she 
rose by gradual steps to the position 
of advertising manager (Howard 
Mohr’s old job) where she once 
swung, I am told, an advertising ao- 
propriation of $750,000.00 in a single 
year. Some gal! 


* * * 


I myself took a whirl at this busi- 
ness of demonstrating vacuum clean- 
ers—but once was enough! 

I was down in Atlanta when Wil- 
liam Rawson Collier was running the 
commercial part of the power com- 
pany’s business. Rawson is an engi- 
neer who takes nothing for granted. 
“Show me,” was his decision, so I 
takes out my demonstrator to do a 
bit of bell-pushing. 

The first house was pie. The living 
room rug was perfectly filthy. I ran 
the machine around, emptied the bag, 
ran it around some more and again 
emptied the bag, and so continued 
until I had accumulated about a bushel 
and a half of dirt. The “lady of the 
house” was getting madder and mad- 
der, but I was so entranced at the 
tremendous amount of dirt I was tak- 
ing up that I did not notice. Finally 
she broke loose: “Take that thing 
out of here!” she yowled. “You're 
trying to show me up as a careless 
housekeeper.” 

In the next place where I gained 
entry a very delightful Southern lady 
permitted me to demonstrate on the 
living room rug. Then she suggested 
I demonstrate on the dining room rug, 
and after that on rugs in the rooms 
upstairs. Before she was satisfied I 
had done a very thorough job of 
housecleaning, for which she graci- 
ously said, “Thank you.” 


* * * 


Then there was that late afternoon 
when I discussed this very utilitarian 
mess of electrical ineptitude with 
Harry McConnell, now chief business 
promoter of American and Foreign 
Power Company but then commercial 
manager of the light company of 
Elmira, New York. I had at the time 
some sort of vacuum cleaner sales 
scheme which had worked pretty well 
in Denver, Galveston and (for all I 
know) in Medicine Hat, and this 
scheme intrigued Harry mightily so 
that he bought it, and as an accessory 
to the scheme he also bought a couple 
of hundred of my cleaners. 

With a firm order for 200 machines 
in my pocket and a song in my heart, 
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we walked together down the main 
stem of Elmira—Harry and I—and 
just as I was about to embark on 
what in that town they term a taxi 
cab, Harry said, “By the way, Frank, 
what in hell does this cleaner of yours 
look like? You quite forgot to show 
it to me.” 

To tell the honest truth, I actually 
had forgotten about the machine. 
Harry and I were interested in sales 
—not sales points. We both had our 
eyes upon the ultimate goal, and the 
fact that my cleaner may have had 
one nut more or less was no part 
of our thinking. The machine was 
simply a means to an end like the 
locomotive on a train. Who cares 
about a locomotive so long as the train 
is on time?—it’s only when the brute 
blows out a cylinder head or some- 
thing that anybody thinks about a 
locomotive, and then it doesn’t do 
them any good. 


- * * 


One could go on and on, reciting 
these reminiscent incidents, and the 
audience would probably expire of 
ennui. 

There was Ed Franz, for instance, 
whose young and brilliant advertising 
agency evolved the catch-line, “Nine 
o'clock and the day’s work done.” 
Uncut huey, of course, but it so in- 
trigued the feminine fancy that it sold 
very many thousands of cleaners. 

There was the amazing case of the 
distributor in St. Louis—we believe 
it was—who made terms of a dollar 
down and more later: he paid off 
the commission salesmen nightly at 
the rate of something like nine dol- 
lars per machine, the boys took out 
dozens of machines daily, dropped 
them in the entries of apartment build- 
ings, turned in phoney orders and one 
dollar on each order to collect nine 
in commissions, and cleaned up an 
average of $160.00 a day. It was 
said that you could find at least three 
vacuum cleaners in every ash can in 
the city for the few weeks this racket 
lasted before the distributor went 
broke and was carted off to the booby 
hatch. 

The amazing part of this vacuum 
cleaner development is that it sur- 
vived such fantastic incidents. The 
answer, of course, is that the vacuum 
cleaner renders a very solid service, 
has saved untold millions of women- 
hours of degrading labor, has saved 
many hundreds of thousands of lives 
which might have been sacrificed to 
the dread disease of tuberculosis, and 
is today the faithful servant in ap- 
proximately ten million American 
homes. 


Glancing back at these early ex- 
periences in the appliance business | 


am impressed with the fact that the’ 


sporting instinct so largely dominated 
the then rising generation. We were 
pioneers, and chance-taking was part 
of the routine. We were kicked 
around often and plenty but we had 
faith in ourselves, faith in each other. 
faith in the future of the business and 
faith in the public we served. It 
seems to me that more of this spirit 
should be revived. 
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A new line of electric clocks 


lp An exclusive jobber-dealer line, 


3 wre Styled to 1937 tastes, 
| ep Priced for quick sales, 


lp Full profit for jobber and dealer, 


aap Dependable Hammond quality. 


The first essential of a good clock is a good mechanism. The name HAMMOND on the dial is an unquestioned stamp of 
excellence, but long ago Hammond discovered that style and obvious quality were the keynotes to consumer acceptance, 
which in dealers’ language means rapid turn-over and substantial profits. * Jobbers and dealers are invited to join 
Hammond in this new drive for additional business — MAIL YOUR ORDER TODAY. 






THE HAMMOND CLOCK COMPANY + 2915 NORTH WESTERN AVE., CHICAGO, ILLINOIS 
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THE SOVEREIGN—This model will grace any mantel, radio or bookshelf 


walnut case with a special facin 
finished top ornament and feet 
field both silver plated Size 
package—1 


Height 91 2 


THE REGENT—Designed by a man for men. A highly 
polished black ground glass face is enriched a a 

hand-spun Rhodium plated 45%” track dial. Black Sas 
markings, revolving second disk. Size—5¥”" square 
Standard package—4 List price—$9.75 
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width 75¢”, depth 314’. 


Rich 


of small figured Claro Butt Walnut. Antique brass 
he 5” dial has a hand-spun ring on an etched white 
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THE EMPRESS is properly named. Dig- 
nity and grace make it well suited 
for dressing table or executive desk. 
Narrow chrome case mounted on black 
Bakelite base, silver plated hand-spun 
dial on a blue mirror field reflect today's 
demand for richness with simplicity. An 
electric alarm Size—Height 47%”, 
width 514” Standard package—4 

List price—$7.50 


2915 NORTH WESTERN 


CLOCK S§ 


mantel or radio model, beautifully proportioned. 
ut and the light strip inlays on front and sides edd harm 
5” Dial with hand-spun silver plated ring on etched white silver ens field. Size 
Standard package—1 


Ww 


Case 


-Heigh 85," 
. . List Price $9.95 





THE REGENT—Handsome, best describes this alarm 
clock with its lustrous genuine White Onyx face, hand 
spun gold plated 434” track dial. Hour markings in white 
Revolving second disk to match. Size — 54%” square 
Standard package—4 : List price—$9.75 
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THE AURORA —the 1937 
model of Hammond's ingen- 
ious illuminated dial alarm. 
Its soft glow will not disturb 
the lightest sleeper and yet 
you can instantly tell time in 
the dark. 314” Dial. Case fin- 
ishes:—Walnut top and sides 
with Oriental ‘“V” matched 
face. Stripes inlaid in lighter 
wood. Walnut finish base. Rare 
gray Harewood with a white 
inlaid stripe and base. — Ma- 
hogany top and sides and 
mahogany finish base. Face 
finished in specially selected 
Maple Burl. Stripes inlaid in 
light wood. Size — Height 
51146", width 41742”, depth 
21". Standard package —4 
of one finish. 

.List price—$7.50 





THE DIPLOMAT—For those who prefer an alarm which can be used as a timepiece THE DIPLOMAT—Another choice of finish in this lovely wood case clock. Mahog- 
on desk or table. The case of Figured Walnut top and sides is faced with fine Red- any top and sides faced with highly figured Maple Burl with marquetry inlays of 
wood Burl, and the distinct marquetry inlays of walnut, maple and ebony add walnut, maple and ebony. 344” Brushed silver plated dial, black numerals. Size— 
rare beauty. Brushed silver plated 344” dial with black numerals. Size—Height Height 534”, width 5”, depth 2346”. Standard package—4 List price—$7.50 
534", width 5”, depth 2%6”. Standard package—4. List price—$7.50 
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THE PARKWAY—For those who prefer a round Kitchen Clock. An unusual THE STEWARDESS—An attractive treatment for a Kitchen Clock—smart 
value—good looking, too. 434” Dial. Chrome plated bezel. Case colors— stylish. Cast case finished in lvory, Green, Red or Black. Chrome plated beze 
Ivory, Green and Red. 6%" Diameter. Standard package—4 of one color. and fluted side bands. Legible white dial 54%” x 454”. Case size 54"x634". 


List price—_$3.00 Standard package—4 of one color.................... List price—$4.50 


THE COURTIER—A remarkable 
value that will sell fast. This case 
is faced with highly figured 


THE COURTIER—Simple in de- 


sign, and beautiful because of 





Maple Burl with light wood in- 
lays 34," Dial with a silver 
plated ring on etched white silver 
plated field. Size—Height 55%”, 
width 41546", depth 254". Stand- 
ard package—4 

List price—$4.95 





simplicity. An easel type alarm, 
faced with carefully selected 
small figured Butt Walnut and 
inlays of light wood. Brushed 
silver plated ring on etched white 
silver plated field carries black 
numerals—314" dial. Size— 
Height 554”, width 41546”, depth 
254". Standard package —4 

oe . . List price—$4 95 
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from drowning. But they do not know 
the penalties they are putting up with 
nor how easy it is to enjoy com- 
pletely the greater richness of an elec- 
trified family life. You are not a sales- 
man when someone comes in to take 
merchandise away from you—but you 
are a salesman when you go out to 
preach the gospel of better living so 
convincingly as to get this great horde 
to buy. They are waiting for someone 
to give them buying confidence. Their 
objections are mainly a method to 
conceal their buying interests. You can 
do them a turn they will thank you 
for the rest of their lives. If they fail 
to buy, it is because you have failed 
as a salesman. Remember that! 


“Am I continuing to resort to high 
pressure and is there an increasing 
tendency for my sales not to stick?” 


Too many of the oldtimers estab- 
lished records in that day when high 
pressure was the selling technique and 
they are having plenty of trouble get- 
ting their sales to stick. Before the 
ink has dried on their order blanks, 
customers are calling the store to can- 
cel the order. At other times, cus- 
tomers demand excessive service at- 
tentions. Too often, repossession trou- 
bles appear. More often than not, these 
troubles are caused by high-pressure 
salesmanship and it can no longer be 
countenanced. 

The high-pressure salesman mes- 
merizes the prospect to sign an order 
before her mind is made up to buy. 
She has been sold something rather 
than to have reached an independent 
buying decision of her own. When 
the salesman leaves, she gets to think- 
ing and all manner of doubts enter 
her mind. It is a psychological fact 
that a period of concern enters the 
buyer’s mind immediately after any 
purchase. It is a reaction that be- 
comes intensively negative if her quan- 
dry fastens upon doubtful points that 
were not entirely and independently 
substantiated in her mind during the 
selling period. 

Nothing has been sold when the 
name is on the dotted line. We must 
add a most important but little appre- 
ciated element to the formula of atten- 
tion-interest-desire-action before we 
can lay claim to being successful sales- 
men. And that is satisfaction. We 
don’t sell products—we sell use-satis- 
faction. The high-pressure salesman 
stops before that has been reached. 
The real salesman carefully educates, 
instructs, calls back helpfully until sat- 
isfaction has been reached. And that 
difference between salesmanship and 
buymanship needs to be thoroughly 
understood by the oldtimer this Fall 
because his activities will be focused 
largely upon a class that has long re- 
sisted even though they are eager to be 
shown. 

There is a correlative point, by no 
means minor, that must be kept in 
mind—the present buyer is informed 
and no uninformed salesman can ex- 
pect to sell her. There was a time in 
the 1920’s when the average house- 
wife was deciding upon ownership for 





The Buyer Is Not Dumb 
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the first time. That was the period that 
gave rise to the prevalent feeling that 
“the buyer is dumb” and a half-in- 
formed salesman could operate success- 
fully because he knew more than she 
did. But all is changed today. 

Many of the home appliances to be 
sold this fall—washers, refrigerators, 
ranges—go for replacement of worn- 
out models with which a woman is 
thoroughly experienced. Informed by 
that experience, she seeks a new prod- 
uct with greater use values and the 
salesman will have to know plenty 
about actual use conditions to inter- 
pret his new product to her success- 
fully. Other home appliances are being 
bought for the first time by house- 
wives who, pinched by the depression 
and burned by shoddy merchandise 
bargains offered at spurious price con- 
cessions, are more keenly informed 
about values than ever before. Buying 
has become an art with them. They 
keenly compare. It is going to take 
more than sex appeal, a jaunty air, a 
confident bearing and hot air to sell 
them. The buyer is informed—are 
you? I doubt if there is one salesman 
out of ten who could do a family wash- 


twenty who can do an ironing. Better 
learn! 





“Do I think I am pretty good and | 


tend to impress my intelligence on 
the prospect in a way that arouses her 
sense of inferiority?” 


A book could be written on this— | 


many have. The average housewife 
has an inferiority feeling, often aggra- 
vated. Too often, her husband has 
ground her down. Fleeting youth wor- 
ries her. Many things play against 
her to give her a hidden sense of slip- 
ping. And any conversation or atmos- 
phere that arouses such secret fears 
is repellant. Many sales are lost by 
not recognizing this. 

Chester Obrington, long in appliance 
selling with little success, typifies the 
mistake which salesmen often make 
from this direction. He wasn’t a smart 
aleck nor was he conceited. He was 
exceedingly intelligent and well read. 
He had had three years at the uni- 
versity and his vocabulary sparkled 
with exceptional phrases. He should 
have succeeded, by every rule of the 
game. His sales manager asked me to 
study his case. I went with him on 
several sales calls. His fault was glar- 
ing. Unconsciously he built up such 
a feeling of superiority about himself 
that he made each prospect feel inferi- 
or and, for that reason, few liked to 
do business with him. “What’s wrong, 
Jerry?” said he. “Probably you won’t 
like to have me tell you,” I answered. 
“But you asked for it. You are making 
yourself appear too damned smart. 
Remember this—one of the best rules 
of selling is to trade yourself down and 
the prospect up.” 


I’ll be seeing you in October with 
new facts gleaned from an extensive 
sales meeting trip where I’ll have the 
chance to talk with hundreds of you 
and pass the good lessons along. 
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135.000.0000 READERS 


of these home magasines 


A CADILLAC 
for every purse 


and purpose 


Cadillac’s big, husky, sales- 
winning wonders are setting new 
standards in CLEANER SALES 
—clean, quicker sales for the 
dealer with Cadillac’s new ap- 
pearance, performance and price 
—cleaner sales, too, from the 
point of customer satisfaction, 
with less cause for come-backs 
in complaints and adjustments— 
cleaner sales in profit for the 
ealer. 
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ing. And I know there isn’t one in | 





NATIONALLY ADVERTISED 











VACUUM CLEANER 


Pictorial Review, Delineator, American 
Home, Better Homes and Gardens, Women’s 
World, Parents Magazine, Child Life—car- 
ry the story of Cadillac into millions of 
homes. 

Every new Cadillac model—motor-driven- 
brush or suction type—has electric Floor 
Light, placed to throw light directly in front 
of nozzle, without shadows—in conformity: 
with the National Better Light-Better Sight 
Campaign. All have specially-built motors, 
made in Cadillac’s own plant, and large 8- 
blade fan (instead of usual 6-blade) for 
greater suction power. Nozzles adjust ‘ex- 
actly to fit every rug thickness—rubber- 
bumper all around. Patented easy connec- 
tion for attachments—Automatic tilting and 
handle locking device. With Cadillac you 
sell CONVENIENCE of use as well as: 
efficiency. 


SOLD ONLY BY RELIABLE JOBBERS AND 
DEALERS THROUGHOUT THE WORLD 


Cadillac cleaners are sold only through established dealers and jobbers—- 
never direct to user by canvassers, house to house, or high pressure methods. 
For list prices and jobber or dealer discount, write to us today. 


PALS 


Giant-Ad Posters of Cadillac Adver-- 
tisements Tie. Your Store to this 


Campaign—Supplied FREE 
FREE DEALER HELPS 


Enlarged copies of these magazine advertisements, 
attractive window display sets, posters, and circulars 
with your name printed—tie your store to this cam- 
paign and draw more sales. 





Made—since the first one in 1911—by 


CLEMENTS MFG. CO. 


6666 South Narragansett Avenue 
CHICAGO, ILLINOIS 
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E€VERHOT 


has demonstratable features 


Everhot Air-Flow Heater— 
heats by radiation and hot 
air. 





Electrical Air-Flow 
Heater 


Lots of sales appeal in the new Everhot 
Air-Flow Heater! It heats a room faster and 
more comfortably than any other wall out- 
let heater we know of. The chimney-like 
draft draws cold air up from the bottom, 
and the glowing wires and reflector send out 
radiant heat and hot air at the top. . . 
Other superior features: Safe for children— 
The insulated body stays cooler. Conven- 
ient—Has towel rack for warming and dry- 
ing. Economical—No moving parts. All the 
current is used to heat. . . . Cold snaps are 
order Everhots now—quantity 
List $6.95. 


nearly here 
discounts. 

















Electric Roaster with the 
Everhot Buffet Server 


Everhot Roaster 
with Buffeteria 


Outstanding merchandise for 
NATIONAL ELECTRIC BUFFET 
SERVICE MONTH. Take advan- 
tage of the national promotion on 
buffet service. Sell this popular 
combination—a roaster approved 
by GOOD HOUSEKEEPING In- 
stitute and the 
doubles roaster usefulness. 











a 


Everhot Compakt Rangette—cooks any kind of a meal. 


four slices. And it’s very 
Rocky Mountains. 


good looking! 


Produces quick and 
satisfactory cooking 
from a_ wall-outlet. 
Baking, roasting, 
broiling, toasting, 
frying —a complete 
service for the light 
housekeeper. And all 
in only 244 sq. feet 
of space! Not a toy, 
but a rangette of 
good size capacity 
—handles a 10 lb. 
roast or two pies in 
the removable oven. 
Broils a 3 lb. steak 
in 7 minutes. Toasts 


Catalog No. 636. List, $26.50 east of 


EVERHOT 


The Swartzbaugh Mfg. Co. 


Toledo, Ohio 


COMPLETE SALES OFFICES IN LARGE CITIES 
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Small 
Appliances 


HE sizable profit obtainable in 

a single sale of a refrigerator 

or electric range has more and 
more focussed the attention of the 
electrical dealer upon larger appli- 
ances. But there is still money to be 
made in toasters, percolators and waf- 
fle irons, says Samuel W. Pidge of 
the Vinson-Carter Electric Company, 
providing the dealer will give the 
small appliance the attention it de- 
serves. 

In the first place, he believes, it is 
necessary to carry a very complete 
line. It may be advisable to limit the 
number of makes of larger appliances 
carried, but in smaller items, it is 
advisable to have a wide selection 
from which the customer may choose. 
The fact that she knows that the store 
has a comprehensive stock is fre- 
quently what brings her in, in the 
first place. 

Secondly, if the dealer happens not 
to have what the customer wants, it 
is important that he should make an 
effort to get it. Mr. Pidge has made 
a specialty of this type of service. The 
common response in many stores, 
when the customer asks for an out-of- 
date socket or connecting plug, or an 
unheard of new gadget, is to reply 
that the dealer is sorry, but he hasn’t 
got it—better try the store around the 
corner. Not so Mr. Pidge. He says at 
once that he will see what he can do 
about it. If the store around the cor- 
ner carries it, he will send out and 
get it for her there. If it can be or- 
dered, he will order it. If it can be 
made, he will make it. In line with 
this policy, he keeps his eye open for 
the unusual article which is occasion- 
ally in demand and keeps a few odd 
sockets and parts on hand to meet 
just such emergencies. 

he customer appreciates this ser- 
vice, as can be seen by the number of 
regular accounts whose first connec- 
tion with the store can be accounted 
for by just such a transaction. The 
reputation is one which spreads, for 
it is not unusual to have a stranger 
come in with a special request on rec- 
ommendation of someone who has in 
the past been similarly served. Not 
infrequently Mr. Pidge has been 
asked to order special articles in allied 
lines, customers even going so far as 
to make requests for linoleum and ar- 
ticles of furniture. When the article 
is appropriate to the business of an 
electrical dealer, the order is gladly 
complied with, but of course, he does 


' not attempt to handle other lines. The 


fact that the request is made, how- 
ever, shows the customer’s apprecia- 


| tion of such service. 


The location of the store is impor- 
tant, as this is almost entirely a store 


| business and one, which, unlike large 
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Sell in the 





SAMUEL W. PIDGE 


appliances, is frequently dependent 
upon chance purchasing. If the cus- 
tomer happens to see what she wants, 
she may make a purchase which oth- 
erwise would not have been thought 
of at all. It follows that attractive 
window and store displays are of the 
utmost importance. 

The Vinson-Carter store is located 
in the very center of the main shop- 
ping district of Phoenix—and great 
care is taken to make the most of 
display possibilities. Within the store 
fixtures are subordinated to merchan- 
dise. The attractive wall show cases, 
for instance, are of the all glass type, 
with no metal or wooden edgings, so 
that the mind is not attracted away 
from the gleaming metal of the hol- 
low ware and waffle irons. Tables are 
conveniently placed and in themselves 
inconspicuous, with the articles made 
convenient for examination by the 
customer. In these displays, as in the 
windows, Mr. Pidge believes in of- 
fering an attractive grouping of re- 
lated articles, rather than making a 
mass display of any one article or 
make. Sometimes a grouping of a 
single design carried through a num- 
ber of different table appliances will 
suggest to the customer the desirabil- 
ity of matching toasters, percolators 
and waffle irons, as well as breakfast 
china or silverware. 

Allied lines of household gift wares, 
such as monel metal candle sticks, or 
glass sugar and creamers will bring 
in women customers and help to build 
the store traffic, which is so important 
in selling small appliances. 

The service department is a very 
important means of developing busi- 
ness. Here, as elsewhere in relation- 
ships with customers, it is important 
to render genuine and wholehearted 
service in the customer’s interest. The 
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Vinson-Carter Electric 

Company of Phoenix, 

Arizona give some of 

the reasons for push- 

table devices during 
the dog days 





UMMER 


store has the reputation of going to 
great lengths to repair and restore 
to service even obsolete makes of ap- 
pliances. But of course the time comes 
when it is actually cheaper for the 
customer to buy new equipment than 
to attempt to repair something which 
will not give good service. The con- 
fidence already established in earlier 
transactions gives the advice in these 
circumstances especial weight — and 
the sale usually follows. Not infre- 
quently Mr. Pidge has had the cus- 
tomer place herself completely in his 
hands, asking ““What would you rec- 
ommend me to do?” In such cases he 
prefers to place the facts as clearly as 
possible before the prospect and to 
allow her to make up her own mind. 
Whenever the customer can make 
the decision, it is advisable to let her 
follow her own inclinations, in Mr. 
Pidge’s experience. The usual selling 
system of presenting a little more ex- 
pensive article than that asked for 
sometimes merely upsets the custom- 
er’s impulse and may lose the sale. If 
the original request is for a definite 
article and make, in other words, he 
believes in confining the sale to that 
article and not trying to sell some- 
thing else instead. On the other hand, 
it is advisable for the salesman to be 
able to deal with the customer who 
does not know clearly what she wants. | 
A thorough knowledge of his own | 
stock and a tactful questioning as to 
the customer’s needs will result in sat- | 
| 





isfaction. Not infrequently a customer 
will ask for a toaster when what is 
wanted is a grill, or a grill when a 
roaster is the desired article. An 
adroitly framed question will save 
later dissatisfaction and make a good | 
customer out of what might have 
been but a single, and unsatisfactory, 
sale. 

One of the advantages of small ap- 
pliances is that summer time does not 
mean a slump, but rather is one of 
the best seasons for selling. For the 
small cooking conveniences that help 
to make use of the kitchen unneces- 
sary have special warm weather at- 
tractions, as have fans, vacuum clean- 
ers for collecting summer dust and 
irons for smoothing summer wrinkles. 

‘he business is largely a cash sale 
business, without the troublesome ne- 
cessity of collecting back accounts; in 
large measure it calls for no demon- 
strations or outside selling; it is a 
business that requires no special edu- 
cation of the customer. People can see 
and handle the articles and choose | 
what they want. The important ele- 
ment in building success is to secure 
the confidence and friendship of the 
prospect. Once that is done, there is 
money to be made in small appliances. ' 
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This really grand Portable Mixer will sell itself 
in one demonstration. It mixes so thoroughly, whips 
so easily, and beats so quickly that it will amaze 
even the most adept housewife. 


National Advertising in the Saturday Evening 
Post will arouse every woman to the buying point, 
when she sees what this mixer will do. You should 
stock up now in order to be in position to say “Here's 
the mixer you saw advertised in the Saturday Eve- 
ning Post, Madam.” One demonstration will prove 
that it’s easier to use a Hotpoint Mixer. 


Attractive stain-proof, cream with green trim, 
baked-enamel finish. Powerful G-E Motor with per- 
manently connected all-rubber cord and plug that 
makes it handy to use at the sink, stove or else- 
where. Three-speed switch, with “off” position, is 
conveniently located close by the handle to permit 
single-hand control of all operations. Glasbake 
bowls, both large and small, are guaranteed against 
breakage from heat. 


Double beaters shaped to the contour of the 
bowls assure positive blending of all ingredients. 
Handy rubber spatula is standard equipment. List 
Price $18.75. Silver finish portable mixer with opal 
white, sure-grip, mixing bowls also available at this 
price. Mixer with Juice Extractor Set (as illustrated) 
$21.50. A complete line of handy accessories for 
both mixers is available at slight additional cost. 


GENERAL @ ELECTRIC 


Hotpoint 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 


RESEARCH 
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DEALERS -ftenres G@ 


Other Models 


e Walton Cabinet list 
price $87.50 

e Walton Duplex Cabinet 
list price $125.00 

e Both equipped with Au- 
tomatic Humidistat 


Portable model with 
stand $45.00 


Features 


1. Plugs in any electric 
outlet — requires no 
other connections 
turn on the switch 


and it demonstrates 
itself, 

2. Fully guaranteed. 

3. Helps to prevent colds. 

4. Prevents the drying 
out of furniture and 
furnishings. 

5. Recommended by phy- 
sicians. 

* 


| 
SS 


Elizabeth, N. J. 


Please send complete 
without obligation. 


Vame 
iddress 


City 


AMERICAN GAS ACCUMULATOR CO. 


information and prices on Walton Humidifiers, 





HUMIDIFIERS 
LIST 
PRICES 970 > 


Now People are Demanding 
Winter Humidification 


@The Walton Humidifier is a per- 
fected and economical means of putting 
moisture into a dried out indoor air— 
making it fresh and healthful. The 
increasing sales of our dealers during 
the past 3 years prove that people want 
this tested and approved method of 
humidifying. Price and performance 
make every home, office and public 
building a prospect. Mail this coupon 
today. 


» CRs ccenescauaxsasetona 


Seeeeeeeeeeeeeeeeeeeeeee 
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This Follow-Up File Converts 


ookers 


into Buyers 


In Breuner's appliance department each salesman is assigned an individual 
index file to keep track of his prospects. Photo shows sectional —- 


in the department preparing a prospect list for a salesman to fo 


during the day. 


REUNER’S, Oakland, Cali- 
B fornia, has developed a follow- 

up system that converts 60% 
of “lookers” into buyers of ranges and 
electrical appliances. The “lookers” 
includes those who visit the depart- 
ment but do not buy right away, and 
those who telephone for information 
about prices—the kind of prospects 
salesmen are apt to forget in their 
follow-up of sales opportunities. 

The names and addresses of such 
prospects are entered by the salesmen 
in what is known as a “Day Book,” 
which is the first step in the follow-up 
system. The information is then trans- 
ferred to a card index located con- 
veniently in the appliance department, 
not in the office. And this card index 
serves as the medium of future 
follow-up of the prospects by the 
originally contacted 


| them. 


There is a separate prospect card 
index in each division of the depart- 


| ment, one for the stove department, 


| and ironers. 


another for the refrigeration section, 
and still another for washing machines 
Operating as a tickler, 
each card index serves effectively to 
guide the follow-up of the prospects 
by the salesmen in the respective divi- 
sions, under supervision of the sec- 
tional supervisor. Effective in that 
there is no chance of overlooking any 
prospect until he or she has been 
properly contacted for a sale of appli- 
ances. 

“This system,” says L. B. Quimby, 
“is easy to operate and its biggest 
advantage is that it eliminates a ten- 


























ow up 


dency of salesmen to forget some of 
the prospects and spend their time 
getting after easy business. It is im- 
possible to forget a prospect, because 
as the system operates, the salesman 
must enter the name and address of 
the prospect in the day book, together 
with information about the appliance 
in which the prospect is interested. If 
the salesman forgets to note this in- 
formation in the day book, and if it 
happens later that the prospect actu- 
ally purchases the appliance he cannot 
claim commission on the sale. In view 
of this penalty every salesman is very 
careful to enter the name and address 
of the prospect contacted in the de 
partment or by telephone. Next to 
this information the salesman notes his 
number for identification purposes. 
“The same day a clerk enters the 
names and addresses on prospect 
cards, two cards being used for each. 
One card, known as the office copy, i 
filed alphabetically by the name of the 
prospect. The other, to be used by the 
salesman in his follow-up, is filed 
according to the date of follow-up in 
the tickler section of the file. 
“According to the arrangement 


worked out in this department, a sepa- - 


rate file is virtually set aside for each 
salesman in the respective division 
This card index file is placed in an 
accessible place in the respective divi 
sion, that is, near the salesmen’s desks 
Each index is kept up-to-date by the 
office clerk who transcribes from the 
day book, and is referred to constantl; 
by the sectional supervisor in plannin; 
the follow-up schedules for the sale 
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SALESMAN Roberts 
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= The prospect 
cards are taken 
from the file 


into the sales- 
man's loose- 


leaf book. 











men in that section. 


“First thing in the morning the 
supervisor goes over the tickler file in 
each salesman’s card index. He re- 
moves all prospect cards which call 
for follow-up on that date. He re- 
moves the cards filed under the 
respective date and inserts them in a 
small loose-leaf book, which is handed 
to the salesmen for his use in his out- 
side follow-up during the day. A 
record ‘s kept of the number of cards 
thus inserted in the loose-leaf book. 

“At the end of the day the salesman 
returns his book of cards. These cards 
contain written notations of the results 
of his follow-up. In the cases of sales 
the prospect cards filed alphabetically 
are removed. In other cases the result 
of the follow-up is entered on the 
alphabetical, or master card, and the 
card used by the salesman in his 
follow-up is filed under the next 
follow-up date. This date is decided 
upon by the sectional supervisor based 
upon the salesman’s report. 

“That is all there is to the system, 
and it has brought real results. The 
last check we made showed that 60% 
of such prospects followed up by the 
salesmen were finally sold on appli- 
ances. These prospects included those 
who ordinarily would be overlooked— 
forgotten. Salesmen are now careful 
to take the names and addresses of 
such prospects, for otherwise they can 
never claim credit in the event of 
sales in the future. 

“Besides, this system is less costly 
to operate than a highly centralized 
prospect record system, and more 
efficient. One advantage is that the 
supervisor in the range, refrigeration 
or washing machine section can keep 
in constant touch with the prospects 
for appliances in his division, instead 
of having to go to the central office 
for such information. 

“There is no danger of prospect 
cards going astray, even though the 
files are located right in the depart- 
ment where the supervisor and the 
salesmen can refer to them constantly. 
The salesmen are on their honor not 
to remove any of the cards without 
permission. They feel that the pros- 
pect file gives them every protection, 
assuring them of proper credit when 
iny of the prospects are sold.” 
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Results have certainly justified the dealer organization, the man of 


Whiting prediction of two years ago. medium means can now afford Auto- 


Ever-mounting sales of Whiting matic Heating—while even the man of 


Stokers reveal a great mass market. more than average means cannot afford 


ae : to be without its many economies. 
Whiting was the profit pioneer of the y 
stoker industry because this was the Dealers who can still secure the Whit- 


first stoker set-up to sell from house to 


house and block by block. 
Thanks to Whiting and its aggressive 


Your Itt Great Market 


ing Line should do so while they can. 
It pays substantial profits because it 
opens up the biggest market. 


Underfeed Stoker Division, WHITING CORPORATION, 
15606 S. Halsted St., Harvey, IIl. 
ere ere 

Send the facts regarding the Whiting Stoker. 
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rue FASTER—MORE PROFITABLE way 
OF SELLING TOASTERS, GRILLS, COFFEE MAKERS, ETC. 


Proven beyond question is the selling power of the 
Overton Bentwood Tray and Fold-Away Table when 
used to display high priced toasters. And now Over- 
ton makes available four distinctive Tray Tables, 
with or without acces- 
sories, to help you cash 
in on this sure-fire pro- 


For example, you can show a $7.50 toaster on the 
Colonial Tray Table and sell the entire combination, 
accessories and all, for only $16.50 retail. Or, you 
can use the ensemble to sell a $4.95 coffee maker for 
$13.95 retail. The combinations are unlimited, as 
are also the profit opportunities. 












motion — for selling Give your jobber a sample order for three or four 
ALL types of electric Overton Tray Tables, give them good floor or window 
‘ table ap- position, and watch them sell ALL of your quality 


table appliances FASTER, MORE PROFITABLY 
than ever before. Write for instructive, illustrated 
literature. But don’t delay—from now on is the 
time to cash in on the gift, utility, and dis- 
play value of this fast-selling merchandise. 


S. E. OVERTON CO. 


South Haven, 
Michigan 


qe pliances. 
” 


COLONIAL 













Tray, Table, and 


Accessories are “ - 
packed flat in small, } ~ 
sturdy carton —_ 






PACKAGED Easy to — 4 
MERCHANDISE 1p deliver. ne MODERN 


OF THE 





YEAR 














Here is a natural,—something that strikes every woman's 

fancy, appealing as much to her practical nature as to 
her desire to be a clever hostess. Made of Bentwood 

with rich Walnut and striped Mahogany inlay. Satin-— 
smooth finish, and guaranteed against warping, or 


staining from liquor, water or foodstuffs. Can be 
washed with soap and hot water without injury 
An ideal innovation, which you will find espe- 
cially profitable when used as an accessory to 
the Tray Table. They are shaped to nest 
perfectly on Master Tray. Nested set 
of four, attractively boxed, for indi- 
vidual selling Retail price, $4.00 
per set, or $1.00 each. Include 
a few extra sets with 
your Tray Table 
order. 


CLASSIC 


THE TESTED, PROVEN WAY OF INCREASING SALES 




















OVERTON wong 
wer TRAY TABLES 
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W oman Interviewers 
Cinch Demonstrations 
CONTINUED FROM PAGE 5 








ful in getting them acquainted with 
electric refrigeration. And if she 
gets their confidence, she'll be in a 
position to make a floor appointment 
with our sales closers.” 

Nicolay okehed the idea of emplo) 
ing a woman to call on housewives. 

“If a salesman would make a lot 
of sales he must have lots of pros- 
pects,” says Wright. “And the only 
method of getting many prospects is 
by going out and making house calls. 

“Tt is a known fact that most good 
salesmen hate to go out and dig up 
prospects. They'll go to a home and 
the housewife says she isn’t interested 
and we know she is. The men didn’t 
make the contact. 

“Men show ability to close sales on 
major appliances but many of them 
are not adept in working up prospects. 
On the other hand it is true that a 
woman can readily dig up prospects 
and get the interest of housewives. 
Too often she lacks ability to close 
sales. 

The newspaper advertisement for 
the first woman brought in scores of 
applicants. The one selected had a 
$20-a-week office job and had been 
married five months. She desired to 
work fewer hours and give more time 
to her home. 

The instructions to this woman 
were: “You can start at 9:30 o’clock, 
quit at noon. Go back on the street 
after lunch and keep at it until 3 
o’clock. We want you to make your 
best appearance, so your hours will 
be short. 

“Talk about anything of interest to 
the housewife—children, food, clothes, 
budgets, keeping house and so on. 
Tell her you came in with the desire 
of being helpful, and that you can 
make an appointment for a demon- 
stration at her convenience.” 





Relic Stops ’Em 











Rather a curio is this washing ma- 
chine which separates Walter J. Ol- 
son and Frank H. Kimm of Central 
Tire & Supply Co., Minneapolis. 
Since allowing a five-dollar trade-in 
on it, its function has been changed 
from washing clothes to attracting 
attention. Mr. Olson says there's no 
better way to stop Saturday after- 
noon shoppers than a 30 year old 
Judd ae 
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for All 
Kitchen Appliance 


| Manufacturers 


2% October issue of Electrical Merchandising will furnish to its 
distributor and dealer readers most useful and up-to-date sales information on 
how to get info the electric kitchen business. 


The editors have gathered a wealth of experience on how dealers have used 
the electric kitchen idea to increase refrigerator, range and other individual 
kitchen unit sales. 


To manufacturers of refrigerators, ranges, dishwashers, ventilators and other 
electric kitchen appliances this section of the October issue offers a most suit- 
able background for an effective sales message. The editors will sell the 
dealer the idea of going after more kitchen business, while you direct the 
dealer's sales effort to your product. 











Reserve your space in the Electric Kitchen Section of the October issue, today. 


Electrical Merchandising 330 W. 42nd St., New York 
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No. 502 Two-cell | 
Focusing Spotlight 
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New High-P 

ew High-Power 
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= Two in Each : 

Super-Speed Turnover and Profit . 2"... | - 
! Retail veloc $8.28 : 
| XTRAORDINARY quality by Bond, to retail at chain and —_—fesinetecot - - . - 35.88 pe 
mail-order prices. All-metal, full-chromium finish, Two-cell a 
Floodlight and Two-cell Focusing Spotlight. Buy now. Bring cus- ‘ 
tomers back home with Bond timely Leaders. r 
NO. 502 BOND SPOTLIGHT : 

S 

Comes packed in TWO displays of six each, and priced to retail at : 
49c each complete, when purchased with 48 No. 102 Bond Mono- . 
cells in Deal No. 490. a 

d 


NO. 2122 BOND SPREADLIGHT 


Comes packed in TWO displays of Six each, and priced to retail at qu 
39c each complete, when purchased with 48 No. 102 Bond Mono- Two in Each 





cells in Deal No. 390. 12 No, 2122 Tworel Spreadlights 
BOND ELECTRIC CORPORATION Peteitvatic 00° 57.08 | 
| New Haven, Conn. «+ Chicago, Ill. «+ Houston, Texas + San Francisco, Calif. your prot . . . . . $2.32 
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PROCTOR TO HAVE 
3 FALL CAMPAIGNS 


PHILADELPHIA Proctor & 
Schwartz Electric Company, Philadel- 
phia, manufacturers of quality electric | 
appliances, announces an aggressive 
selling campaign for fall which includes | 
three attractive and unique types of 
deals backed up with carefully planned 


promotions for each month of the 
season. 
In September, stress will be laid on 


irons, and, in connection with the pur- 
hase of a modest assortment of leaders 
in its line of automatics and non-auto- 
matics, retailing at prices ranging from 
$2.95 to $9.95, the manufacturer offers 
dealers one of its new Snap-stand Speed 


Irons for the less-than-wholesale price 
of $3.18. 
Proctor’s “30 day trial offer,” fea- 


tured successfully for special promotions 
this summer, 
unique store demonstration, known as 
the “Feel Test,” has been added. This 
includes the use of quality, novelty hand- 
kerchiefs which women are invited to 
step up and iron with a Proctor auto- 


matic. As a part of the sales talk dur- 
ing this ironing test. women may be 
offered a box of these same colorful 


handkerchiefs free if she buys a Proc- 
tor during the period of the promotion. 
Handkerchiefs will be supplied dealers 
free according to the number of irons 
stocked and additional ones can be pro- 
cured at cost if desired. 

October promotion will feature Proc- 
tor’s new line of toasters, wafflers, and 
roasters tying in with National Electric 
Buffet Service Month being sponsored 
by the Edison Institute. During this 
period a $3.95 egg cooker will be offered 
in combination with any Proctor buffet 
appliance for only $1 additional. Egg 
ookers will be supplied to dealers in any 
quantity desired, and on the basis of a 
certain assortment of appliances stocked, 
the manufacturer will give the dealer 


will be continued, and a | 


a handsome tray set free which can be | 


retailed at $12 alone or at $8 when sold 
in combination with any Proctor auto- 
matic toaster. 

The third deal offered by Proctor & 
Schwartz applies to their new Roast-or- 
Grille, the only cooker with a heating 
element in the lid, and is intended for 
special promotion in November. For 
every two Roast-or-Grilles ordered by 
a dealer, a third for his own use, or 
as a gift, can be purchased at the spe- 
cial price of $10. Retailing at $25, the 
dealer’s profit on one of the two bought 
for resale will cover the cost of the 
third one which it is hoped he will keep. 


Wholesalers Meet at Buffalo 


NEW YORK.—The semi-annual con- | 


vention of the National Electrical Whole- 


tel Statler, Buffalo, N. Y.. September 
28, 29 and 30, according to an announce- 
ment by E. Donald Tolles, managing 
director. 
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GENERAL ELECTRIC WITHDRAWS HOTPOINT 
REFRIGERATORS, HOTPOINT LAUNDRY EQUIPMENT 
FROM APPLIANCE LINES IN BIG REORGANIZATION 


Edison G.E. Appliance Co. Reorganizes to Operate Independently in Specialty 
| Appliance Field—R. W. Turnbull Elected Vice President, General Sales Manager 





Au Revoir 














E. E. Potter, 
Incandescent Lamp Department, says 


eastern s. m. of G-E's 


so-long to N. H. “Nap” Boynton, 
western s. m. as he sails for Europe 
with his family. 


12,000 REFRIGERATORS 
SOLD IN SOUTHERN CALI- 
FORNIA DRIVE 


LOS ANGELES.—The nine weeks 
“Go Modern, Go Electric” dealer co- 
operative electric refrigerator sales cam- 
paign inaugurated by the Southern Cali- 
fornia Edison Company May 14, broke 
all success records with approximately 
12,000 units reported sold, an increase of 





more than 100 per cent over the same | 


period last year. 

As a rousing climax to the campaign 
activities some 300 refrigerator salesmen, 
the campaign top men throughout Edison 
territory, were guests of the company on 
a weekend cruise off the coast of Lower 


| California aboard the steamship Ruth 
salers Association will be held at the Ho- | i 


Alexander. The trip, by chartered 
steamer July 10, 11 and 12, was even 
bigger and better than the company ’s re- 
frigerator sales campaign boat trip of 
last summer. 


1936 








NEW YORK.—The withdrawal of 
Hotpoint refrigerators and Hotpoint 
home laundry equipment from the ap- 
pliance lines marketed by the G-E Ap- 
pliance and Merchandise Department 
was announced by C. E. Wilson, vice 
president of the General Eiectric Com- 
pany, at the company’s Camp Merchan 
dising conference at Association Island, 
Henderson Harbor, N. Y. 

Concurrently, George A. Hughes, pres- 
ident of the Edison General Electric 
Appliance Company, Chicago, announced 
that company’s decentralization and re- 
organization as a company acting inde- 
pendently in the specialty appliance field. 
This new organization will assume re- 
sponsibility for the sale of a Hotpoint 
specialty appliance line, which will in- 
clude new and improved Hotpoint re- 
frigerators and home laundry equip- 
ment in addition to the already famous 
Hotpoint ranges, water heaters and dish- 
washers. 

The election of R. W. Turnbull, for- 
merly manager of the G-E traffic appli 
ance sales division, as a member of the 
board of directors and as vice president 
and general sales manager of the new 


Hotpoint organization, was also an- 
nounced by Mr. Hughes. ; 
The new company will function ac- 


cording to accepted merchandising prac- 
tices, and it is expected that its policies 
will provide for rapid development of 
kitchen and laundry specialties. The line 
will be marketed through independent 
wholesale distributing channels, the Hot- 
point field organization, the oldest in the 
industry, already covering the country 
through eleven district offices. To this 
organization will be added the refrigera- 
tion and laundry sales organizations, to 
further augment the field service now 
rendered to distributors. 


26 Years’ Experience 


Mr. Turnbull, in his new capacity, gives 
the organization the benefit of twenty- 
six years’ association with the electrical 
appliance business. He began his career 
with the Southern California Edison 
Company in 1910. 
he joined the Pacific Electric Heating 
Company, Ontario, Cal., original manu- 
facturers of Hotpoint products. In 1912, 
he entered the employ of the General 
Electric Company, as Pacific coast heat- 
ing device specialist, continuing in that 
position until 1917, when he was granted 
a leave of absence to enter the army air 
service. 

On January 1, 1918, the G-E heating 
device section was merged with the 
Hotpoint Electric Heating Company and 
the Hughes Electric Heating Company 


| 





The following year | 








Hotpoint V. P. | 








Ray Turnbull, 
G-E's traffic appliance sales division, 
is the new vice-president and gen- 


former manager of 


eral manager of the newly-re- 
organized Edison G-E Appliance Co. 





to form the Edison Electric Appliance 
Company. Mr. Turnbull returned to the 
new company in 1919 and was placed in 
charge of Pacific Northwest sales, in 
which capacity he took a leading part 
in pioneering and developing the electric 
range business in that territory. In 
1924, he was made Manager of the entire 
Pacific Coast District, with headquarters 
at San Francisco. 


Back to Chicago 


In 1931, Mr. Turnbull 
Chicago to become vice president in 
charge of sales, a position he held until 
the traffic appliance business was moved 
to the G-E Merchandise Department at 
Bridgeport, Conn., in 1932, where he as- 
sumed the position of assistant appliance 
sales manager. In November, 1935, he 
was appointed manager of the traffic ap- 
pliance sales division, continuing in that 
capacity until the present time 


was called t 
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GENERAL FOODS TO BROADCAST 
ELECTRIC BUFFET SERVICE MONTH 











Seman hoakeskos wi 


LECTRIC Buh 


Poster to be used in October table appliance promotion 


October Is Time Set For EEl 
Promotion 

NEW YORK.—C 

Edison Electric 

prominent 


)-operating with the 
Institute and twelve 
electrical manufacturers in 
sponsoring Electric tuffet Service 
Month, a national promotion of elec- 
trical housewares during October, is the 
General Foods Corporation—al3o inter- 
ested in developing the buffet entertain- 





ing market and in extending the benefits | 


f this program to grocers throughout the 
country 

Electric Buffet Service Month will be 
regularly announced over the air on four 
of General Foods programs during Oc- 
tober. Electrical dealers, department 
stores, and utility companies throughout 
the nation will include Maxwell House 
Coffee and Log Cabin Syrup in their 
window and interior displavs of elec- 


trical housewares featuring buffet en- 
tertaining. These two nationally known 
food products will also appear on the 


Electric Buffet Service Month Campaign 
Poster which will be displayed by vir- 
tually all electrical dealers in the coun- 
try capitalizing on the extensive market 
for electrical table cooking appliances 
created by the current enthusiasm for 
buffet entertaining among American hos- 
tesses. 

The General Foods “Plan Book,” news 
medium of the organization, will contain 
articles and illustrations explaining this 


unique co-operative plan in detail to the 
General Foods sales organization con- 
sisting of over one thousand members 
und will secure the co-operation of whole- 


sale and retail grocers throughout the 
country. Grocers will join electrical 
merchandisers in featuring the buffet 
service theme in sales talks, and will 
install window and interior displays in- 
cluding electrical housewares. Every ef- 
fort will be made by grocers and electrical 
houseware retailers alike to assist one 
another in deriving full benefit from this 
unusual co-operative promotion plan. 


Standard Stove Expands 


Due to increase in volume of business 
‘he Standard Electric Stove Company 
has taken on some additional floor space 
by leasing the adjoining building. This 
increases the floor space approximately 
twenty per cent The additional space 
will be used for the expansion of the 


fabricating, welding and oven assembly 
departments 

Increase in volume for the first six 
months is 83% over the same period in 
1935 
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McCall's Have Two Appili- 
ance Articles in October 


NEW YORK.—Two articles that will 
help electrical retailers in their sales 
work will be published in the October 
issue of “McCall’s Magazine.” Miss 
Emma Maurice Tighe, Home Service 
Director of the Edison Electric [lum- 
inating Company of Boston, working 
with the McCall Kitchen, writes an ar- 
ticle, “How’s Your Coffee?” which tells 
housewives how they can make a perfect 
cup of coffee. Coffee making in perco- 
lators and glass coffee makers are both 
treated in this helpful article, which takes 
the mystery out of brewing this favor- 
ite American beverage. 

Useful in the selling of electric hot 
water heaters is an article by McCall’s 
Associate Editor, Kathleen Robertson, 
entitled, “Everybody Can Have Hot Wa- 
ter.” Miss Robertson shows not only 
the importance of having a constant 
source of hot water for bathing, clothes 
washing, dish washing and general uses, 
but also how easy it is to secure a mod- 
ern water heater. McCall’s October is- 
sue, which will reach over 2,500,000 
families all over the nation, reaches its 
hands on September 10th, 
and is placed on news stands on 
that date. 





GRUNOW REORGANIZATION 
COMPLETE; COMPANY MARKETING 
1937 RADIOS, REFRIGERATORS 


$1,000,000 RFC Loan 
Granted As Trustees Transfer 
Assets Back to Company 


CHICAGO, ILL.—Final reorganiza- 
tion plans of the General Household 
Utilities Company, manufacturers of 
Grunow radios and refrigerators, were 
completed recently when the trustees, un- 
der the supervision of the Federal Court, 
conveyed and transferred all the assets 
of the company in their charge back to 
the company. 

William C. Grunow and Charles H. 
Albers, trustees during the brief re- 
organization period, divested themselves 
of control of future operations of the 
company. The reorganization details in- 
cluded a loan from the Reconstruction 
Finance Corporation in the amount of 
$1,000,000 of which $600,000 is being 
utilized at present. The remaining 
$400,000 being available upon application 
by the company 

Elected as officers of the company 
were William C. Grunow, president; Al- 
len G. Messick, vice president; Ralph R 
Trimarco, treasurer; and Sidney L. 
Arneson, secretary. The newly elected 
board of directors includes George A. 





Ball of Muncie, Ind.; William C. Gru- 
now, Chicago; Raymond W. Higgins, 
Duluth, Minn.; Allen G. Messick, Chi- 
cago; and Clyde E. Whitehill, Indi- 
anapolis, Ind. 

Since March 1, the company has had 
net earnings in excess of $250,000 and is 
firmly established on a sound financial 
basis for future operations. Wholesale 
and retail outlets for Grunow products 
have increased steadily in the past several 
months, according to officials of the com- 
pany, and the recent introduction of the 
1937 line of Grunow radios and refrig- 
erators to a group of distributors and 
dealers at Chicago, August 6 and 7, at- 
tracted wide interest. 








LIGHTING DEMONSTRA- 
TIONS IN THE PACIFIC 
NORTHWEST 


Joint Report of 
Utilities Shows 104 
Demonstrators at Work 


A joint report from the lighting de 

rtments of the electric utilities of the 
acific Northwest presented before the 
Northwest Electric Light and Power 
Association indicates that during 1935 
eleven companies had 104 home lighting 
advisors at work. These gave a total 
of 37,491 demonstrations, adding a to- 
tal wattage of 7,572 kw. at an average 
cost of 53 cents per dollar of estimated 
annual revenue. The wattage installed 
per home varied from 101 watts to 342 
watts, with an average of 229 watts. 
Talks before various groups were given 
by all utilities to an attendance of 37,101. 

In general the experience of these 
companies indicates that lighting work is 
best placed in the hands of lighting spe- 
cialists, neither lamp salesmen nor home 
service demonstrators being able to se- 
cure the same results as a_ specially 
trained crew giving all their time to the 
work. Especially important is main- 
tenance of this work as a year-round 
activity. 

It has also been shown that most ef- 
fective results are obtained in territories 
where the fewest number of customers 
are allotted to each girl. Customers 
respond more quickly and the largest 
additional revenue per girl is obtained 
under these conditions. Figures are 
given for the work of two lighting crews, 
operating in comparable territories un- 
der similar conditions, except for the 
number of customers per advisor : 


Three advisors—3,200 customers per 


advisor 
Wattamst GE oc ccsvscewsess: 359,161 
|. aro $9,484 
Sr ee 37 cents 
Original demonstrations ........ 1,218 
Wattage per demonstration ..... 295 
Three advisors—7,500 customers per 
advisor 
Waites BOONE 2. cccccccessccs. 276,228 
PORE, cckesexeciwdenens $6,616 
Cost of revenue .............--- 64 cents 
Original demonstrations ........ 1,136 
Wattage per demonstration ...... 243 





















SEPTEMBER, 


LITTLE WHITE HOUSE 


Luzerne County Gas & Elec- 
tric Corp., Kingston, Pa., stole 
@ march on other utilities 
when they conceived the idea 
of setting up their model elec- 
tric kitchen and auditorium in 
a little house by itself—di- 
vorced from the main building 
appliance showroom. 

Known as The Little White 
House on the Avenue, the 
house adjoins the main build- 
ing of the power company. 
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G-E QUERIES 10,000 
ON AIR CONDITIONING 


BLOOMFIELD, N. J.—What the 
iblic thinks about air conditioning is 
dicated by a questionnaire sent to 
0,000 people, the results of which have 
ust been tabulated by the General Elec- 
ric Air Conditioning Institute. The 
juestionnaire was sent out anonymously. 
[hat the public’s knowledge of all the 
functions of air conditioning is frag- 
mentary; that most home owners have 
not yet considered it for their present 
homes; but that they would definitely 
expect it as a feature of any new home, 
were revelations which stand out in the 
results. 

Only nine per cent were able to name 
all six functions performed by modern 
ic conditioning. That the air is cooled 
was much the most frequently mentioned 
fact. For every 100 who specified that 
function, only 82 knew that it warms 
air, 68 knew that it dehumidifies, 65 were 
aware that it humidifies, 46 had the 
knowledge that it cleans air, and only 
40 knew that it circulates air. 

In answer to the question, “Have you 
ever thought of it for your present 
home,” 38% replied, “yes,” and 51% 
“no.” Two per cent already have it. 

Asked, “lf you were to buy a new 
home, would you expect it to be air 
conditioned,” 58% responded that they 
would, and 31% that they would not. 





LIST NAMED CHAIRMAN OF 
! NRDGA APPLIANCE GROUP 


i 

> Edward List, manager electrical ap- 

mangas | he: rtment, Abraham & Straus, 

. Inc., res > tg was elected to serve as 

2 aalane of a Major Electrical Appli- 
ance Group of the Merchandising Divi- 
sion of the National Retail Dry Goods 
Association which proposed formal or- 
ganization recently at the Hotel Penn- 


























sylvania. Mr. List had been named tem- 
{ porary chairman at a meeting of the 
5 buyers in June. 
3 At the meeting, the group discussed as 
5 a number of urgent on in - re- 
tail electrical appliance field, including * 
trade-ins, the a me of special dis- Milwaukee League Has 
counts to employees by utility companies, Kitchen Modernization Bureau 
3 the offering of premium merchandise to 
D customers as an inducement to a sale, MILWAUKEE, WIS.—The _ Elec- 
S and other unfair trade practices; service | trical League of Milwauke has estab- 
b guarantees on electrical refrigerators, | lished a kitchen modernizing bureau to 
3 competition of unethica! distributors, and | offer aid to homemakers in redesigning | 
operating expense in appliance depart- | and equipping the “workshop of the 
F ments. They will be suggested for in- | Home.’ 
clusion in the work program of the Di- The league’s office at 744 N. Fourth 
vision. Committees will be appointed, it | st. is supplying complete information 
was said, to study the various subjects, | and drafting plans and layouts for fami- 
and collective opinions of store buyers | lies wishing to modernize their kitchens 
throughout the country will be gathered by installing electrical equipment, Walter 
from meetings to be called by the various | O. Zervas, league manager, said. 
regional chairmen, according to the plans The league's program ties together the | 
discussed. various branches of the building industry, 
Westinghouse Day at the Great Lakes Exposition in Cleveland brought 
hundreds of Westinghouse employees from nearby plants to see the 
sights. Here are Arthur Allen, commercial vice president with President 
F. A. Merrick looking over the crowd. 
> ELECTRICAL MERCHANDISING—SEPTEMBER, 1936 





Two window demonstrations of cook- 


6-YEAR OLD CHEF PACKS ‘EM IN 





ing by little Miss Barbara Jenkins, 
age six, brought crowds to the offices 
of the Public Service Company of 
Colorado and served to demonstrate 
the safety and ease with which mod- 
ern cooking equipment may be 
operated. A free cook book for 
children was given away free to 
those presenting coupons clipped 
from the newspaper advertisement at 
either demonstration. The little girl 
can prepare over 100 dishes and 
knows something about combining 
them to make well balanced meals. 
Among her accomplishments is in- 
cluded the baking of biscuits, pies 
and excellent cakes. The demon- 
stration was applied to gas ranges, 
but is applicable to electrical cook- 
ing, which is even better adapted 
to use by a child. 





And here is Barbara 
Jenkins herself reaching 
for some materials in 
the refrigerator. 


BIRMINGHAM DEALERS PROTEST 
LONG REFRIGERATOR GUARANTEES 


| Send Letter 


BIRMINGHAM, ALA.—One of 
most progressive organizations in Bir- 
mingham is the Birmingham Electric Re- 
frigeration Bureau, a branch of the 

3irmingham Furniture Dealers Associ- 
ation, Ira F. Randall, secretary-manager. 

At a special called meeting of the 
members August 4th, called to discuss the 
present method of guaranteeing electric 
Refrigerators from one to ten years by 
the various manufacturers it was the 
concensus of opinion that the period of 
time for keeping them in repair was 
entirely too long. 

Members discussed the short length 
of time new automobiles were kept in 
repair by the manufacturers, and sug- 
gested that electric refrigerator manu- 
facturers get together on a unified guar- 
antee of about one year. As the guaran- 
tee now stands, it works a real hardship 
on retailers. 

A copy of the letter sent forward to 
the different manufacturers is herewith 
reproduced : 


Gentlemen : 


At our meeting (August 4, 1936) of 
the members of the Birmingham Refrig- 
eration Bureau, which is composed of 
dealers and distributors, the question of 
guarantee on electric refrigerators was 
discussed at length. 

The trend of the discussion was to 
the effect that the present method of 
guaranteeing electric refrigerators from 
one to ten years by the various manu- 
facturers, was too long, and causing con- 


the | 





to Manufacturers 
Urging Adoption 


of One-Year Warranty 


siderable trouble to the dealers, in that 
the average customer expects the dealer 
to service the refrigerator for the period 
of the guarantee and certainly until the 
refrigerator is fully paid for. On the 
long term plan of selling refrigerators 
today it becomes a heavy burden to the 
dealer. 

It was the unanimous opinion of all 
dealers and distributors present that if 
the manufacturers could get together on 
some unified guarantee, say a guarantee 
of one year, that it would result in great 
benefit to the dealer as well as the dis- 
tributor and would prevent the expecta- 
tion on the part of the purchaser that 
the refrigerator would be serviced for 
the duration of the guarantee. We find 
it is difficult to control salesmen in sell- 
ing refrigerators—they just will promise 
indefinite service to make a sale. 

We are writing this letter, verbatim, 
to all our manufacturers of refrigerators 
selling in this territory and we trust 
some definite plan of guarante will be 
worked out by all manufacturers which 
would not extend beyond a period of one 
year. Will you be good enough to let 
us have your views on this serious prob- 
lem and whether or not you look with 
favor on such a plan? 

Assuring you of our appreciation of 
your co-operation in this matter, we are, 


Cordially and sincerely, 
BIRMINGHAM REFRIGERATION BUREAU, 
By Ira F. Randall, 


Secretary-manager. 
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THAT’S WHAT G.E. PUTS BACK 
OF ITS DEALERS. A SELLING 
DRIVE THAT WORKS, THAT 
PACKS A WALLOP, THAT’S IR- 
RESISTIBLE. STEAM - MOMEN- 
TUM - DYNAMIC FORCE!.. 
THAT’S WHY G-E DEALERS 
SELL AND PROFIT! 


Timing! That’s the secret of why G-E dealers this Fall are 
pounding out more profits every day. Timing! That’s what's 
making the wheels go round. 

On time to the split-second, Program 2 starts September 
21 at 9:06 A.M. 

YOU can share in the profits that this new, powerful, driving 
sales idea will produce. You'll get people anxious to see a G-E 
Washer in their home—you’ll get brand-new prospects — and 
more sales than ever. 

Program 1 is pulling a heavy freight of sales for G-E dealers. 
No. 2 is getting ready to roll, but there’s still time for you to jump 
on. 

A visit .. a letter .. a wire ..a phone call. . to your G-E 
Distributor, TODAY, will start YOUR wheels of profit rolling. 


Reoet«= Ree bec Ore BerrpecvG 


GENERAL @ ELECTRIC 


HOME LAUNDRY EQUIPMENT 


APPLIANCE AND MERCHANDISE DEPT., GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT | 
GG LLL SAL cc ccc 








| Opticians Prescribing 


Better Light—Better Sight 


Officers Re-elected at 3d Annual 
Meeting of Bureau 


NEW YORK, N. Y.—Increased ad 
tion of the light-prescribing techni: 
whereby eyesight specialists, when tly 
prescribe new lenses, also specify 
amounts of light to be used by patien 
in performing various eye tasks m 
efficiently and comfortably, was report 
by Merrill E. Skinner, Chairman of 1) 
National Better Light-Better Sight 
reau, at the third annual meeting of : 
Bureau held at the Biltmore Hotel. 

“More the 1,500 sets of eee 
ing equipment are now being used, 
the general reception and opinion of 1 
practitioner is extremely gratifying to 
those connected with the Better Ligh 
Better Sight movement,’ Mr. Skinn 
announced. “Recent improvements in th« 
equipment and new methods of approa 
are confidently expected to add n 
mentum to the use of the technique. 
is not difficult to appreciate what it wil! 
mean to the Better Light-Better Sigh: 
Program nor to visualize what will | 
accomplished in eyesight conservati: 
when a substantial percentage of 30,000 
eyesight specialists now making eye ex 
aminations at the rate of ten million a: 
nually, will include light prescripti: 
for better seeing”. 








I. E. S. Baby | 





OMPLIANCE WITH 
1 DONS 


SPECIFICATIONS 


Irving Elwood Storey, two, whose 
initials and birthdate stamp him as 
the original |. E. S. baby, poses 
alongside the world's biggest I. E. S. 
tag, to be used this fall by the 
Rocky Mountain E£. A. and the 
Colorado Electrical League. 


Mr. Shinn pm revealed that more 
than a million of the Better Sight typ: 
of portable lamps had been sold during 
the past year, with plans now under wa) 
for the sale of at least an additional mil- 
lion during October of this year by de- 
partment stores, furniture stores, spc 





| cialty shops, and other retailers. 


During the past year, the report stated 


more than 6,000 lectures on eye conserva 


tion had been presented to upwards « 
a million people, with additional millions 
reached through the media of news 
paper, radio and national magazine a 


vertising. In the newspaper field alone.. 
| advertising carried on chiefly by utiliti 
| and Sight-saving Councils had _ totall 


over six million column inches. 
The following officers of the Burea 
for the ensuing fiscal year 1936-’37 we: 


| re-elected: Merrill E. Skinner, assistant 


vice-president of the Niagara-Huds: 
Power Corp., Buffalo, N. Y., chairma: 
M. J. Julian, president Better Visic 


| Institute, N. Y. City, vice-chairman. Gl 


R. Trumbull, secretary-manager of t 
Bureau was re-appointed, with the f 
lowing Executive Committee also 


PAGE 56 SEPTEMBER, 1936—ELECTRICAL MERCHANDISING 








che 
tor 
$5 
me 
Go 
El 








inted by Chairman Skinner: H. F. 
rnes, Sales Promotion Manager, In- 
descent Lamp Department of General 
Electric Company; J. F. O’Brien, sales 
promotion manager, Westinghouse Lamp 
Company; C. E. Greenwood, commercial 
director, Edison Electric Institute; H. 
J. Steinmetz, general sales manager, 
blic Service Company of New Jersey; 
E. Skinner, and M. J. Julian. 


Wisconsin, Michigan Ap- 
pliance's Sales Up 


MILWAUKEE  WIS.—Sharp _in- 
creases in the sale of electric appliances 
in Wisconsin and Michigan is reported 
by J. F. Fogarty, president of North 
\merican company, utility controlling 
electric production in this area. The re- 
port covers the first six months of 1936. 

Electric range installations in Milwau- 
kee and other areas served by the com- 
pany’s subsidiaries increased 63 per cent, 
Mr. Fogarty said, over the comparable 
1935 period. Small electric appliances 
and portable lamps sold thus far this 
year have a rated kilowatt capacity 24 
per cent greater than those sold in the 
same period last year, he said. 

Electric refrigeration continues to be 
a systematic load builder with kilowat 
power increased 38 per cent to 52 per 
cent ahead of the first half of 1935. 

Substantial increases have also been 
traced to air conditioning installations in 
the Milwaukee area. 


Kelvinator Names 
New Distributors 


DETROIT.—Appointments within the 
last month of nine new distributors for 
Kelvinator commercial line have been 
announced by J. A. Harlan, manager 
commercial sales. 

The Kelvinator announcement listed 
the following concerns as new distribu- 
tors: 

Gambill Company, Incorporated, Chi- 
cago, Illinois, (to handle room coolers) ; 
Nichols Brothers, Adrian, Michigan, 
(appointed standard commercial and 
liquid cooling); The Electric Supply 
Company, Corpus Christi, Texas, (ap- 
pointed standard commercial, liquid and 
air conditioning); R. W. Barnes, San 
Antonio, Texas, (appointed air condi- 
tioning and automatic heating); South- 
ern Equipment Company, San Antonio, 
Texas, (appointed beverage cooler) ; The 
New York State Electric and Gas Com- 
pany, Binghamton, New York, (ap- 
pointed standard commercial, liquid cool- 
ing, and air conditioning); F. H. Hig- 
gins, Ithaca, New York, (Appointed 
standard commercial, liquid cooling, junior 
air conditioning and room cooler; New- 
port Coal Company, Newport, Rhode 
Island, (appointed automatic heating) ; 

H. Lumm Company, Toledo, Ohio, 
(given air conditioning franchise). 


B. C. Electric Ry. 
Cuts Domestic Rates 


VICTORIA, B. C.—Reductions in 
charges for electric current, estimated to 
save 17,500 domestic consumers of Vic- 
toria, B. C., and suburban areas about 
$50,000 a year, will become effective on 
meter readings taken on and after August 
1, it was announced recently by A. T. 
Goward, vice-president of the B. C. 
Electric Railway Company. 

The current rate in Greater Victoria is 
» cents a kilowatt hour, with a second- 
iry step of 3 cents a kilowatt hour. These 
will now become 3 cents and 2 cents 
ind the charge in the suburban areas 
vill be 8 cents and 2 cents. 

Minimum monthly charges will remain 
is at present. 

The reduction will affect homes only, 
nd will not cut charges in commercial 

uses. 
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Against its marine 
enemies, the Oyster 
is safely Protected 
by its strong shell. 


GTION 


; oxygen, the natural enemy of 
all heating-elements, Chromel is likewise 
protected by its shell. Chromel, in use, soon 
develops a tight oxide skin, which the air can 
scarcely penetrate, and thus further oxida- 
tion of the wire is greatly retarded. This fact 
partly explains the striking durability of 
heating-elements made of Chromel—a dur- 
ability that created the electric heating device 
industry when Chromel was discovered by 
us about 30 years ago. .. . This fine behavior 
of Chromel as a heating-element protects the 
good name of the device makers who use it 
as the heart of their product. That same 
protection is passed on to you, when you sell 
devices that are Chromel equipped. . . . The 
industry uses many tons of Chromel every 
month. That display of confidence, we 
believe, in turn invites your confidence in 
appliances whose elements are made of 
Chromel. (Some of the facts given in Cata- 


log-KM, you’d find useful. Send for a copy.) 


..- Hoskins Manufacturing Co., Detroit, Mich. 
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POTOMAC EDISON SELL 
1,653 REFRIGERATORS 
IN 77-DAY CAMPAIGN 


HAGERSTOWN, MD.—The Poto- 
mac Edison Company have just com- 
pleted one of their most successful se\|- 
ing campaigns. In 77 selling days, 52 
salesmen sold a total of 1,653 refrigerat- 
ors (Frigidaire )—nearly $300,000 in biil- 
ings. In addition, the same men sold 
over 1,000 other major appliances during 
the same period. 

Particularly outstanding, according to 
Linwood Kight, general merchandise 
manager, was the record of George San- 
ders of the Keyser, West Virginia, of- 
fice. (Mr. Sanders has already received 
recognition in the Selling Hall of Fame.) 
He sold 97 refrigerators during the ac- 
tivity in addition to substantial volume 
of other appliances. Next ranking sales- 
man was Arthur Dicks of Cumberland, 
Md., with 88 refrigerator sales. District 
honors for the drive went to Martins- 
burg, W. Va., which finished with 307 
per cent of quota. 

An average of $5.37 in refrigeration 
sales per customer was reached in the 
campaign, bringing the sales per customer 
to $12 for the period ending July 15. 
The company serves 53,000 domestic cus- 
tomers. 


| Appliance Cake | 


It’s no longer a Secret 


to 3,000,000 


Saturday Evening Post Readers 


Charles F. Warren, president of 

Warren-Norge, Inc., Norge distribu- 

tors for the New York metropolitan 

territory, cuts himself a piece of his 

first anniversary birthday cake, ap- 

propriately decorated with appliance 
models 


Stewart-Warner Presents 
Non-Recourse Finance Plan 


Stewart-Warner Corporation is ex- 
tending to its radio retailers new nation 
wide age fatang sw and —, oy ole 

ase a rte fein ens . : finance plans which are designed to boost 
purchase more and better porcelain enameled products by Armco advertisements. _ rho according to. announce- 
Here you see the latest of these helpful messages. And you can quickly visualize ment made at their national distributors 
: . convention in Chicago last month. Under 
what these years of unbroken advertising mean to the sale of your appliances — the new arrangement, dealers are relieved 
of total contingent liability with 100% 
advance, or relieved of 3 —_ con- | 
, hat . 3 - Ph : i 
Armco triangle—look for it, in fact. It can be on your products; it can quicken oe Se the first 
their turnover; it can build good will and instant acceptance. Write for dealer manufacturer to extend such cooperation 


: to radio dealers,” states F. A. Hiter, vice 
helps: sales manuals, product folders and Armco trademark electros. The American president and general sales manager 0! 


—« . : : , : . i h the 
Rolling Mill Company, Executive Offices: 703 Curtis Street, Middletown, Ohio. oT toaenie. oe Bt _ 
offers a retail radio finance plan along 


+ the same lines which have proved » 
helpful in selling refrigerators. Like the 
refrigerator plan, this will be administere 


on a sound and practical basis throug 
THE WORLD'S STANDARD the 144 branches of C.I.T.” 


For many years readers of The Saturday Evening Post have been influenced to 


ranges, refrigerators, washing machines, all. Buyers everywhere trust the familiar 
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PUGET SOUND SELLS 
LIGHT IN THE SUMMER 


SEATTLE.—By concentrating on low 
bracket customers, whose modest in- 
comes mean that they are usually at 
home during the summer, using light; 
on new homes and remodelling jobs 
which are most active at this season; 
on garden and outdoor lighting; and on 
the lighting of outdoor sports fields, the 
Puget Sound Power and Light Company 
last year was able to achieve something 
of a record in its summer lighting sales. 
During a three months summer sales 
campaign, with a new and untried sales 
sales organization, which had had but 
two months previous in which to de- 
velop the field, a wattage of 233,519 was 
added to the company lines, at an aver- 
age cost of 80 cents per $1 annual rev- 
enue. Each demonstrator averaged 18 
demonstrations per day, adding a wat- 
tage of 190 per demonstration, or 346 
per advisor per day. The direct selling 
expense was $4,182 and the estimated 
added annual revenue is $5.227. 

The company believes that best results 
are obtained from advisors through the 
staging of a seasonal campaign, offering 
special prizes and bonuses for special 
records made. Using these methods a 
second summer lighting drive is now 
under way which gives every evidence 
of achieving double the results of the 
former season. In addition to the ac- 
tual wattage increases reported, an im- 
portant result is the number of prospects 
developed which lay the foundation for 
a successful early fall activity. 


Fairbanks, Morse Appoints 
New Distributors 


INDIANAPOLIS, IND.—W. Paul 
Jones, general manager of the Home Ap- 
pliance Division of Fairbanks, Morse & 
Company, announces the appointment of 
the following new distributors: C. Kurtz- 
man & Company, Buffalo and the sur- 
rounding New York and Pennsylvania 
territory (radio, refrigeration and home 
laundry equipment); Farrar-Brown, 
Portland, Maine (refrigeration and home 
laundry equipment) H. H. Wimple in 
charge of sales; Olmstead Company, Sy- 
racuse, N. Y. (refrigeration and radio) 
Howard Kaslin, vice president and gen- 
eral manager; R. B. Wall Company, 
Wilkes Barre, Pa. (radio and refrigera- 
tion). 

Shipments for June, 1936 were 207 
per cent over June last year, according to 
Mr. Jones. 


Seven New Distributors 
Signed By Sparton 


JACKSON, MICH.—Seven new dis- 
tributors, six of whom will handle both 
the refrigerator and radio line for Spar- 
ton, were signed during the recent 30-day 
Sparton Pullman radio tour, it is an- 
nounced by Arthur T. Haugh, general 
sales manager of The Sparks-Withing- 
ton Company, Jackson, Mich. 

Mr. Haugh, who was in_ personal 
charge of the trip across 21 states, in 
which more than 20 key cities were vis- 
ited to show the 1937 line of Sparton ra- 
dios, says the new distributors include 
the Honeyman Hardware Company, 
Portland, Ore.; Betram Motor Sales 
Company, Boise, Idaho; Williams Hard- 
ware Company, Amarillo, Texas, which 
will handle Sparton radios only ; Thomp- 
son Hardware Company, Raton, New 
Mexico; Sutcliffe Companv, Louisville, 
Ky.; Smith Brothers Hardware Com- 
pany, Columbus, and the Seattle Radio 
Supply Company, Seattle, Wash. 
_Approximately 1,500 new dealers were 
signed during the trip and orders were 
received representing almost $1,000,000 
of new business. 

Mr. Haugh said he is convinced that 
a personalized convention on wheels such 
as he conducted has several distinct ad- 
vantages over the usual factory conven- 
tion. 
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HIGH, PROFIT 


@ More and more are retailers 
of electrical appliances realizing that porcelain 
enamel is the high-profit finish. 

Immediately, it is the high-profit finish because 
porcelain enamel is so much superior to any 
other finish that it commands a higher price— 
and a longer margin. 

In the long run, porcelain enamel is the high- 
profit finish because, through the lifetime satis- 
faction it gives, it brings repeat business. Sell a 
porcelain enameled washing machine and the 
sale of a porcelain enameled refrigerator is just 
that much easier . . . And vice versa. 

Porcelain enamel is a mineral finish which has 
been welded right onto its supporting metal by 
1550° heat. That intense heat would instantly 
destroy any other finish commonly used. Being 
mineral through and through, and fired at such 
an intense heat, porcelain enamel is flint hard, 
stain resisting, as easily cleaned as a plate-glass 
mirror, as sanitary as a cup and saucer. 

When you sell the one quality finish, porcelain 
enamel, you make first: the immediate long profit; 
second: a proud customer; third: an eternally sat- 
isfied customer; fourth: a repeat customer. 


EDUCATIONAL BUREAU 
Clearing House for Sales and Technical Information 


PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue * Chicago 


PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue, Chicago 
Send mea copy of your FREE book: “Sales Manual for Porcelain Enamel.” 
Name ........ 
Firm 
Address 
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Onder One! 


MAKE THIS SPECTACULAR 
DEMONSTRATION 


SELL / 










30 Die vorrs 
+6520 


RDER one of the new Johnson Iron Horse Gener- 
ators today. Put it in your window. Hook it up 
with twelve 25-watt lights—and turn on the juice! 
Talk about a demonstration that sells! It’s dazzling! 
And it’s just what hundreds of people in your commu- 
nity want. Low cost electricity for light, power, radio— 
in hundreds of places where there are no electric lines. 
A perfect tie-up with farm radio sales! 
The new Iron Horse Generator is the leader in the field. 
DOUBLE the usual capacity. Charges 12 volt or 6 volt battery- 
Permits low cost installation (lighter wiring). Positive push but- 


ton starting and 2] advanced features make it the most complete, 
thoroughly serviceable, low priced power plant on the market. 


Backed by the great Johnson organization and its world-wide 
reputation for building DEPENDable products. Powered by the 
famous 4cycle Iron Horse gasoline engine — used on leading makes 
of farm washers, power-mowers, pumps, etc. Advertised to over 
7,000,000 farmers! 


Write or Wire at once for Full Details and Discounts! 
JOHNSON MOTOR CO., 1810 Pershing Rd., Waukegan, Illinois 


Canadian Johnson Motor Co., Ltd., Peterboro, Canada 
Builders of the famous Sea-Horse Outboard Motors 


/ron Horse 
N E 


G E R AT O R 
i he i aaemmras 
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TWO WEEKS’ FREE TRIAL ON L.E.S. 
LAMPS STARTS NEW YORK DRIVE 


100,000 Lamps Goal of 3-Month Effort 


NEW YORK—A two weeks’ free trial 
offer to customers is the novel feature of 
an intensive L.E.S. lamp campaign which 
opens in the New York area Septem- 
ber 1 and continues for three months. 
The six electric companies of Consoli- 
dated Exdiison System, some four hun- 
dred and fifty dealers and seven manu- 
facturers will cooperate in a campaign 
designed to bring better light to metro- 
politan homes and better revenues to 
electric merchandisers. 

Under the free trial plan purchasers 
may try out lamps in their own homes 
or places of business for two weeks 
without cost. If the lamp is retained 
the owner may pay for it in monthly 


| installments of one dollar beginning at 


| 


the end of the trial period. If the pur- 
chaser wishes to return the lamp after 
the trial, the dealer from whom it was 
purchased will pick it up and return 
it to the manufacturer. 

Three types of lamps were chosen for 
the campaign—the table study, end table 
and floor model lamps, to retail at $4.75, 
$5.95 and $6.95, respectively. Each 
lamp is equipped with a 100-watt Mazda 
lamp. 
etails of the drive were outlined by 
E. F. Jeffe, assistant vice-president New 
York Edison, to some four hundred 
dealers from Manhattan, Bronx, Brook- 
lyn, Queens and Westchester and the 


participating manufacturers who met 
with the Electrical Association of New 
York, August 18. J. F. Becker, vic 
president of New York Edison, ad 
dressed the meeting, and Henry Ober 
meyer, assistant to the executive vic« 
president of Consolidated Edison Com 
pany, described the extensive advertis 
ing campaign to be conducted through 
newspapers, radio, billboard, pamphlets 
and bill enclosures. Among the co- 
operating dealers are electric shops, 
stores carrying electric appliances and 
department stores. Each will be asked 
to purchase at least one complete set 
of the twenty-one lamps designated. 
Manufacturers participating in the 
drive are: Railway Corporation, 
Frank L. Monroe, Inc., Salem Brothers, 


Mutual Sunset Lamp Manufacturing 
Company, The Greist Manufacturing 
Company, Artistic Lamp Manufactur- 


ing Company and William R. Noe & 
Sons. Cooperating utility companies 
are: The New York Edison Company, 
Brooklyn Edison Company, New York 
and Queens Electric Light and Power 
Company, Bronx Gas and Electric Com- 
pany, Westchester Lighting Company 
and Yonkers Electric Light and Power 
Company. 

No quota has been set but predictions 
are made that more than 100,000 lamps 
will be sold in the campaign. 





PROCTOR & SCHWARTZ HOLD 
3-DAY SALES DEMONSTRATION MEETING 


PHILADELPHIA, PA. —A three- 
day sales convention of the full comple- 
ment of salesmen and demonstrators was 
recently held. in the Benjamin-Franklin 
Hotel, Philadelphia, by Proctor and 
Schwartz Electric Company, quality ap- 


pliance manufacturers of that city. The 





feature of the program was a complete 
presentation of their fall line and the 
selling, advertising and promotional pro- 
gram which will support it. 

The first day was given over to the 
individual presentation of each item in 
the line. This was done in an unique 
fashion. At a signal from the speaker, 
curtains were parted revealing the item 
resting on a stand covered with white 
crushed silk located in a hemispherical 
booth of the same material and with 
spotlights playing on it from above and 
one side. The Proctor slogan, “Styled 
for Service” embellished the display stand 


and the word Proctor was emblazoned. 


on what would correspond to a prosceniun 
arch. 

The speakers of the day were Mr. 
Walter Schwartz, Jr., vice president, Mr. 
Joseph Myers, Chief engineer, Mrs. Mar- 
garet Burmister, Chief of Demonstrators 
and John Falkner Arndt, head of the 
Proctor Advertising Agency. 

This was followed by a_ salesmen’s 
display of the complete line of over 30 
numbers for hotel room set-up and a 
cooking demonstration with a battery 
of the new, Roast-or-Grille. This lat 
est addition to the Proctor line proved 
to be the sensation of the convention. 

The second day was devoted to group 
discussions and sales problems ending 
with further demonstrations of the vari- 
ous irons, toasters and wafflers that 
comprise the Proctor line. The final day 
was spent in the plant where the manu- 
facturing processes were shown and ex- 
plained in the minutest detail. 





Part of the crowd of demonstrators and salesmen attending the three- 
day demonstration sales convention of the Proctor & Schwartz Electric 
Company held in Philadelphia. Fall sales campaign plans were discussed 
and a discussion and examination of the full line of roasters and small 
appliances held. 


SEPTEMBER, 1936—ELECTRICAL MERCHANDISING 








ved 


( sup 
ling 
ari 

that 
day 
nu- 





a 


NG 








W. H. VOSS CELEBRATES 
80TH BIRTHDAY 


Dealers Honor Him With $60,000 


Order 


DAVENPORT, [A.—Voss washing machine 
ealers and distributors chose a unique 
method of honoring William H. Voss, 
jioneer washing machine manufacturer 
ind president of the Voss Bros. Mfg. Co. 
f Davenport, Iowa, on his 80th birthday. 
Their birthday present to Mr. Voss was 
in the form of over $60,000 worth of 
orders for Voss washers. Upwards of a 
thousand messages of congratulation were 
sent to E. F. Voss, sales manager, that he 
might present them to his father as a sin- 
gle birthday present. 





$60,000 worth of washer orders was 
“Uncle Billy" Voss’ birthday present 


Mr. Voss had expected to pass his 80th 
birthday quietly and reported at his office 
as usual. His two sons, W. K. and E. F. 
Voss, invited him to lunch, and when he 
arrived at the Hotel Blackhawk, he was 
surprised to find that other officials and 
key men of the Voss organization had 
gathered to help him celebrate the event. 

A big box was presented to Mr. Voss 
and his investigation disclosed the mes- 
sages of congratulation, many with orders 
attached, calling for anywhere from a 
single machine to a carload of washers. 

The birthday present came as a com- 
plete surprise to Mr. Voss. As 
thumbed through the messages he found 
the names of friends from coast to coast, 
and from Canada to the gulf—even a 
few from foreign countries. All expressed 
the esteem with which the Voss dealer 
organization holds this pioneer in the 
washer industry. 

His reaction is best expressed in his 
own words, “That’s the biggest and the 
finest birthday present I ever had.” 

William H. Voss started building wash- 
ing machines in 1876 in Davenport from 
a model which he himself invented. Sev- 
eral years after he founded the washing 
machine business, his two brothers, Fred 
P. Voss and John A. Voss (deceased), 
joined him and the firm took the name 
of the Voss Brothers Mfg. Co. From hum- 
ble beginnings, 60 years ago, the Voss 
Company has always been recognized 
among the leaders in the washing machine 


field. 


10,814 MAJOR APPLIANCES 
SOLD IN GEORGIA POWER 
"SALES CIRCUS" 


AtLanta, Ga.—Georgia Power Com- 
pany’s 1936 “Sales Circus,” which ran 
from May 11 to July 27, resulted in the 
sale of 10,814 units of major appliances 
and added 13,678,560 kw.-hrs. to the com- 
pany’s load, according to recent announce- 
ments. There were 5,739 refrigerators 
sold, 2,623 ranges, 1,548 water heaters and 
904 commercial refrigeration and air con- 
ditioning jobs. | 





WATER'S A 


@ Calorie cubs are quick as a whip from the 
start. Our old friend X. Tracted Calorie took 
us to see the young Calories at play, and we 
understood why immediately. 

The Calorie children were playing games in 
an ice tray. One would yell, “Last one out’s a 

” and then they all raced to get out. 

— You see, X explained, from the very he- 
ginning our little Calories learn how much 
faster they can get out of Alcoa Aluminum. 

So we had the artist make a picture which 
shows you this trait of Calorie character. We 
knew you'd be interested, because it demon- 
strates how ice cube trays made of Alcoa 


THE FIRST DUTY OF 


TRAYS IS TO FREEZE 








(/ MAST ONE OUT OF THE 





Aluminum prove real quality engineering. 
Aluminum trays cost just a little more than 
substitutes, which mounts to a real difference 
in manufacturing thousands of refrigerators. 
But ice cubes freeze faster in Aluminum be- 
cause heat is carried off so rapidly. That means 
more convenience. And it also means money 
saved for the refrigerator user, since the unit 
doesn’t work so long to produce a given quan- 
tity of ice cubes. 

The convenience and economy of Alcoa 
Aluminum trays is an additional selling point 
for any good refrigerator. ALUMINUM COMPANY 
OF AMERICA, 2160 Gulf Bldg., Pittsburgh, Pa. 


FAST 





ECONOMICALLY 





ALCOA 


ALCOA*>ALUMINUM 
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The “Cub” 
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“Blue Diamond” 
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Gold Crown AC plants: 110 
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SELL 


LOW COST 


ELECTRICITY for 
FARMS, COTTAGES, 
CAMPS, TRAILERS, 
CARNIVALS, FAIRS, 
BOATS, GARAGES, 
STORES, or wherever 
there are no high-lines. 


Pioneer Gas-Electric power 
plants have opened a lucra- 


tive new market to the 
electrical dealer. These 
cleverly designed plants 


offer the user away from 
high-lines, a dependable 
source of eleciricity for 


actually less cost than 
many people pay in the 
city. 


We Supply 
Everything You Need 


Not only do Pioneer Gen- 
E-Motor Corporation offer 
you the only complete line 
of low cost gas-electric 
power plants—they also 
supply you with tested 
merchandising helps that 
enable you to do a big, 
profitable business at once. 
Window and interior dis- 
plays! Literature! News- 
paper ads! Colorful news- 
print circulars you’ can 
mail to all rural boxhold- 
ers! Inquiries from our 
farm paper ads! 


Mail coupon now. Get 
full details about this 
marvelous new profit 
opportunity. 


hed) i - 


POWER 


OTHER 
PIONEER PRODUCTS 
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PLANT 


MAIL THIS COUPON QUICK! 
Pioneer Gen-E-Motor Corporation 
468-B West Superior Street, Chicago, Ill. 


“Simontrice’ New York) 


RUSH FULL DETAILS 
Gas-Electric Power Plants 





|} Dynamotors 
Gen-E-Motors 








Former advertising-sales promotion 
manager for Curtis Lighting, Char'es 
E. Johnson has recently been ap- 
pointed sales manager of the 
Chicago office. 


Former assistant sales manager unde: 
the late Marshal) Sco!t, V. F. Han 
non has recently been aprointed 
sales manager of the Barlow & Seelig 
Mfg. Co. 








New Positions of the Mouth | 





Permutit 


W. Spencer Robertson, President of 
The Permutit Company, announces that 
the Board of Directors has elected 
Howard L. Tiger Vice-President in 
charge of Research and Development. 
Mr. Tiger has been with the company 
for eighteen years, during the last seven 
of which he has occupied the position of 
Technical Manager. Since 1931 Mr. 
Tiger has been in charge of research, 
development and patents 


G M Electric 


Harry Roes, formerly associated with 
Ansehl & Co. of Pittsburgh, Pa., is now 
Treasurer and Secretary of the G M 
Electric Corporation of Jersey City, 
N. J., and Milton Garfunkel is Vice- 
President, in charge of sales. 


REA 


John N. Carmody, now one of the 
three members of the National Labor 
Relations Board, has been appointed 
assistant administrator of the Rural 


Electrification 


Administration. 
Mr. Carmody 


was formerly editor of 
Coal Age and Factory and Industrial 
Management. Subsequently he served 
as mediator for the first National Labor 
Board, as chairman of the National 
Bituminous Coal Labor Board under 
NRA, as member of the National Media- 
tion Board, and as chief engineer of 
the Civil Works Administration. He 
was appointed to the NLRB last 
September. 


Emerson 


The Emerson Electric Manufacturing 
Company, makers of fans, motors and 
electric appliances, announced several 
important changes in personnel as of 
August 1: 

R. E, Otto, formerly assistant manager 
of motor sales, is made manager of that 
department; John Wright, formerly 
assistant manager of fan sales, goes to 
the managership of that department; 
O. D. Metz, former manager of Emer- 
son’s New York office, becomes assis- 
tant manager of motor sales while he 
will be succeeded as manager at New 
York by Val J. Maurer, formerly on the 
New York sales staff. E. E. Harwood 
has been transferred to the motor sales 
staff of the New York office. He was 
formerly on the commercial engineering 
staff division at St. Louis. 


Westinghouse 


J. M. McKibbin has been appointed 
manager of a newly created Sales Pro- 
motion Department according to an 
announcement by N. G. Symonds, Vice- 
President, in charge of sales, of the 


SEPTEMBER, 


Westinghouse Electric and Manufa 
turing Company 

All apparatus sales promotion opera 
tions excepting those of the Company’s 
merchandising department will be co 
ordinated under the new department's 
management and the activities of district 
office sales promotion managers will be 
directed by Mr. Mckibbin. There will 
be no change in the Advertising Depart- 
ment now under the management of 
R. R. Davis. 

Mr. McKibbin has been associated 
with Westinghouse since 1920 and has 
been Sales Promotion Manager of the 
Cleveland, Detroit and Pittsburgh sales 
offices He moves to his new position 
from the post of manager of industrial 
distribution where his work involved 


sales promotion § activities concerned 
with all industries served by Westing 
house equipment. He has been espe 


cially successful in organizing a system 
of coordinating and directing sales of 
industrial equipment through dealer and 
distributor outlets. 


Curtis Lighting 

Curtis Lighting, Inc., Chicago, an 
nounces the appomtment of Charles E. 
Johnson, formerly Advertising-Sales 
Promotion Manager of Curtis Light 
ing, Inc., as Chicago Sales Manager ot 
Curtis Lighting, Inc., to be in charge of 
all Curtis sales activities in the Chicago 
territory which is comprised of Chicago 
proper and the suburban territory. 

“Charlie” Johnson is well known in 
the commercial lighting field and has to 
his credit a wide and varied experience 
in sales work, gained both in the United 
States and Canada. The early sales 
activities of Curtis Lighting of Canada 
were directed by him and after his return 
to the Chicago headquarters, Mr. Johnson 
took over the national Sales Promotion 
work, 

A young son and daughter complete 
Mr. and Mrs. Johnson’s family who re 
side in Chicago’s northwest side. An 
active participant in civic affairs, Mr 
Johnson belongs to various clubs active 
in the business and social life of Chi- 
cago’s northwest side. 


Westinghouse 


Miss Myrtle Fahsbender, former Home 
Lighting Consultant of the Chicago 
Lighting Institute and prominent in 
mid-western lighting circles, has joined 
the Westinghouse Lamp Company to 
supervise all home lighting activities of 
the Commercial Engineering Department 

With headquarters in Bloomfield, New 
Jersey, Miss Fahsbender will have at 
her disposal the facilities and  con- 
veniences with which to study home 
lighting problems of every description, 
including those pertaining to the garden 
She will analyze new lighting trends and 
appraise them from the standpoint of 
application as well as theory, and will 
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HIGH QUOTA DEALERS ARE FINDING 


LARGER SALES..LARGER PROFITS 


IN SELLING 
BALL BEARING HOUSEHOLD APPLIANCES 

























































J. M. McKibben has been appointeJ 
manager of a newly-created sales 
promotion department of the West- 
inghouse Company to handle all but 
merchandising promotion. 





» make her own contributions from : 

me to time. As a part of her activity, ~ —— a ) a 

iss Fahsbender will consult on home > 

ghting problems with civic groups, Mm <i WW 
rent-teachers organizations, utilities, . {| ” 
J | the editors of home magazines MS my) Z 
: 


tort V 
Bond Electric ) Mg it 2) 


Bond Electric Corporation of New 
5 laven, Conn., announces the appoint 
ment of Mr. J. C. Calhoun as Assistant 
Sales Manager, with headquarters in 
New Haven. 

‘7 Mr. Calhoun has been in the flashlight 
, and battery business for twenty-two 
years. His promotion to this executive 
position should lend valuable assistance 
in promoting and increasing Bond’s 
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“dl volume of business throughout the 

aS United States 

re rhe second announcement in the series 

5 1 merchandising programs of the new 

nm Bond Electric Corporation appears in 

al 7m 4 aS ‘ reese 
thi issue \ the season progresses, 

d further plans which are now under con 

od deration will be announced 

“A Porcelain Enamel Institute 

*d George P. MackKnight has returned ¢ 
to the Porcelain Enamel Institute, 612 A 
N. Michigan Avenue, Chicago, Illinois, ey, v ee La 
as Secretary, to succeed Kurt R. . ; *) ' ES 
Groener, who has resigned ts: a ie 
Mr. MacKnight, who was associated ark il 

n uid . » fe 931-1934. |} , 

E vith the Institute from 1931- 34, has 

a been engaged in other association activi 

. ties and publicity work for the last 
two years 

of 

7 NO OILING LESS COSTLY 

' McCall's Magazine 

NECESSARY SERVICING 

"a 

Miss Margaret Murray has joined the | 
taff of the McCall Magazine Kitchen, : . a — 

~ niin Gn an mum ts ite Women loathe the messy oil can. Tell them You know that most of the servicing ex- 

ee som pel tor MR a2 ages that ball bearings banish it from their pense you have to bear is due to a cus- 

ec I mis ; F E Ss. ‘ Oo go y R i z 

les — — all's, — aor meg homes — because they never need oil a tomer’s failure to oil the bearings. Ball 

da ome Economist and lecturer for the . * ‘ _— ‘ 

mn Maggi ( vay. Miss Murray is a ball bearing appliance. Tell them that ball bearing appliances wee to on , — go 

on graduate of Russell Sage College and . : to your customer — packed with lubricant 

“— holds a Bachelor of Science degree in bearings never “stick,” or “freeze up”— y P 2 : 

Home Economics " for months of ordinary service, without 
that they’re always ready for work —that en - 

. Barlow & Seeli renewal, That at once eliminates your big- 

A rare eg they run amuetiy and ewontiy~-that gest item in servicing. A ball bearing ap- 

n . “ . 

fr V. F. “Verne” Haddon has recently hey’re clean and trouble-proof. Tell them . 

een appointed sales manager of the peed P pliance “stays sold”— there are no “come- 

“ Barlow & Seelig Manufacturing Com ball bearing appliances do better work, - backs,” no complaints, no apologies or { 
pany, makers of Speed Queen washers . a ‘ 
ind ironers, according to a recent an and last longer. Watch “sales resistance explanations. What better builder of cus- ’ 
nouncement by M. A. Toussant. Mr : d-will ld k? , 
Haddon was formerly assistant sales break down, and disappear. tomer good-will could you ask? 

_ manager under the late Marshall Scott 

1 who, in addition to being general manager } 
4 the company, directed sales. 

1! ys 

ned MORE THAN SIX MILLION 

cae ee VRMA-AVFFMAN ! 

ot : ; . 

ont A talking film called “The Hidden ( 

ew Market” and dwelling on the electrical ‘ 

at roner field is being released to distrib PRECISION BEARINGS 

on utors and dealers by Altorfer Bros. Com- / 

yme pany, Peoria, as a means of educating 

ion alesmen in the proper presentation of ARE IN USE TODAY IN VACUUM CLEANERS AND ' 

len roner talks. It is the fourth talking OTHER ELECTRICAL HOUSEHOLD APPLIANCES { 

and film to be made by Altorfer Bros. in a { 
of ear, according to Joseph H. Wiley, ad 

will ertising manager. ' NORMA-HOFFMANN BEARINGS CORPORATION STANFORD, CONN, U.S.A. f 

j 
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WEST COAST NEWS FLASHES 


Results of the Early Bird Campaigi 
held during May and June by the Mon 
tana Power Company show a record of 
436 ranges sold and 743 electric refriger 
ators. It is estimated that this repre 
sents an added annual revenue of $22,000 


poe 


to the company High division in the 
sales contest was Missoula, of which 
R. M. Vieths is sales manager, whil 
top man among individual salesmen wa 
L. D. Regan of Great Falls, who was 
personally responsible for the sale of 
66 ranges and 51 refrigerators 
7 + 2 

Butte, Montana, recently went pio 
neer as a celebration of the Fourth of 
July. Power company employees joined 
in the fun Costumes were provided 
ior every empl ee \} contacted the 
public, from a Kentucky colonel’s outfit 
worn by |] Ryan Ga Butte sale 
manager, to a aried assortment of 
Daniel Boone cowl nd miners whe 
were out selling refrigerators or servic 
ng range The parade on the Fourtl 
was the culmination of the event, but 
the costume celebration was started ot 
the third in every department of the 
( pany’s activities 

* * * 

As a supplement to the “Electrical 
News” published for the benefit of 
architects and builders, the Bureau o 
Power and Light is now issuing a 4-page 





pamy hlet entitled “Los Angeles Electrical 
Illumination News.” The August num 
ber contains an account of local com 
mercial lighting installations which have 
brought dividends to merchants, as well 
as general information on colors and 
paints and on the advantages of out 
door outlets. Frank A. Hansen, secre 
tary of the Western Institute of Light 
and Vision is to have a regular column 
in tl e new pul li ation 
** © 
The Woolwine Metal Products Com 


pany of Los Angeles has gone into the 
production of electric ranges and water 
heaters A special feature is the 3-inch 


blanket of mineral wool used as insula 
tion about water tank. Each element 
range contains a mercury 
tuated by a pin which pro 
the element. This 
trips whenever a saucepan is placed over 


the 
on the electric 
switch a 
trudes slightly above 


the element and again on its removal 
thus insuring that, after the current is 
turned on, the element will heat only 
when the coil is actually in use. This 
device in no way affects the usual 
switches, but is supplied as an economy 
and safety provision against careless 
operatic n 
** « 


4 salesmen’s school conducted by the 
Jureau of Power and Light of Los 
Angeles for three days each week over 


a thirty weeks period has provided a 





| 
| 


comprehensive course of instruction for 
dealers and dealers’ salesmen and in 
addition has built up a group of compe- 
tent trained sales people whose services 
will be available to dealers looking ior 
additional personnel 


*> * * 


An electric refrigerator directory in 
the newspaper, listing all makes of re 
frigerators and the firms handling them, 
both by firms and by refrigerator makes 
was a feature of the citywide refriger 
itor campaign staged in Sacramento, 
California, during July 


* * * 

. 
The “$25 For Your Old Cook Stove’ 
offer made by the Washington Water 
Power Company to encourage the sale 
of electric ranges by the dealers of 
Spokane has been continued “by popula: 
lemand, for a limited time only.” Under 


the arrangement, which was originall\ 

scheduled to terminate on July 15, the 

dealer allows the customer $25 for he 

old range and later receives $20 for it 
from the power company 
* . 7 

Symons of Butte, Montana recently 

staged an “Old Fashioned Ice Cream 


Festival” in its housefurnishing section 


as a stimulant to hot weather sales 


* * * 


Oeschli’s of Salt Lake has taken ad- 
vantage of the present day interest in 
kitchen modernization with a “Parade 
of Kitchens,” displaying a succession of 
kitchen arrangements featuring modern 
equipment and color schemes 


*> * * 


Home furnishings were to the fore 
in the Emporium, San Francisco, during 
August, with special emphasis on refrig- 
eration, washers, ironers and vacuum 
cleaners. This store advertises a “per- 
sonalized service,” included credit plans 
varied to fit the purse of the buyer. 


* * * 
Sherman, Clay & Co. of Portland, 
Ore., has been offering $25 for “your 


present radio” in the purchase of a 
$159.50 Philco, for a limited time only 
The San Francisco Sherman, Clay store, 
which has a remodeling sale under way, 
gave a $25 allowance for your old ice 
box on a Sparton refrigerator. 


Se = © 


The Paris Company of Salt Lake City 
recently staged a most successful floor 
demonstration of Frigidaires during 
which ice cream was served free to 
adults or to children accompanied by 
adults. This demonstration was ar- 
ranged in co-operation with the Borden 
Company, whose Eagle Brand Milk was 
used in making the ice cream. 











Carrier Goes to the Stevens 








The Stevens Hotel in Chicago invested in more air-conditioning recently. 
It has four ball-rooms, six private dining rooms and the Council Room all 


air-conditioned—seating capacity for 6,200 people. 


In the picture above, 


Mr. Willis H. Carrier, chairman of the board of the Carrier Engineering 
Company, examines his latest product, the Carrier portable summer air 





In connection with its model Fortune 
House which has been erected in its 
auditorium, Meier & Frank Co. of Port- 
land, Ore., has been running a “Missing 
Words Contest.” Blanks carrying state- 
ments in regard to the policy of the com 
pany are awarded with every 50 cent pur 
chase. In these, words have been omit 
ted which the customer is to fill in, prizes 
of articles of value to the home being 


awarded for the best answers twice 
weekly. These run from a $208.50 Frigid- 
aire to a coffee maker, the electrical 


apvliance department being well repre- 
sented in the list. At the first drawing 
over $1,000 in prizes was given away. 

* * * 


A certain suite of rooms in the Am- 
bassador Hotel, Los Angeles, Calif., 
rented for $60 per day. Recently the 
hotel was persuaded to install air con- 
ditioning equipment in this suite at a 
cost of $2,500. Now the rooms are 
rented to a famous Broadway columnist, 
who pays $100 a day for the privilege. 


* * * 

The opportunity to tune in on the 
Olympic Games broadcast brought out 
two pages of radio advertising in the 


Seattle P-I, practically every dealer in 
town joining in the cooperative spread. 


o 62 * 
Weisfield and Goldberg of Seattle, 
Wash., recently joined the ranks of 





What Happens When Rural Lines Go Up 











Here's what happened when a new rural extension line, only six miles long, was built at La Coste, Texas, by 
the San Antonio Public Service Company. Only 22 families were served by the new line but they bought the 
following appliances: 22 refrigerators (G-E), 6 ranges (Hotpoint), 4 washers (Westinghouse), 4 radio sets (G-E), 


and 5 compressors for milk coolers. 


ture 


merchandise manager and Paul Gose, sales representative, 


In addition a number of motors for water pumping were sold. 
Fred Staehle, div. mgr., Electric Household Appliances, Inc.; J. B. Gussett, superintendent, Charles D. Gredier, 
all of the San Antonio Public Service Company. A 


In the pic- 


graphic answer as to what happens when farms are electrified. 
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conditioner, with Mr. Otto K. Eitel, managing director of the Stevens. 


those who have found that offering a 
stock of groceries free with purchase 
of an electric refrigerator will increase 
sales. 

* * * 

The Sparton Radio Pullman, bearing 
1937 models and officials of the Sparton 
Company has been making a tour of the 
Pacific Coast, sales meetings of local 
dealers are held at each stop. Among 


the visiting officials were A. T. Haugh, 
general sales manager, H. G. Sparks, 
general manager and William Sparks, 


president of the company. 
* * * 

Advertising Seattle as the “Electric 
City,” an extensive advertising spread 
of The City Light department claims 
more electric ranges used there than 


in any other city of the world, the 
number being just a little less than 
46,000. Electric water heaters are 
offered by the department with free 


installation plus a “big trade-in allow- 


ance.” A 30-gal. tank installed sells for 
$79.50 and the old heater brings a 
reduction of that by $10 to $69.50. 

** * 


The outstanding event at the Market 
Week gathering held in San Francisco 
early in August was the announcement 
of the erection of a new Furniture Ex- 
change Building at 10th and Market 
Sts. The new headquarters will have an 
entire floor devoted to electrical appli 
ances and radio. A joint meeting of 
the visitors with the San Francisco 
Electrical Development League was a 
feature of the first day, while later on 
in the week an entire day’s program 
was given over to consideration of mer 


chandising problems in the electrical 
field 
* . * 
The Edwards Furniture Company o! 
Portland, Ore., announces purchase of 
the building at S. W. 5th Ave. an 


Oak St. which it has occupied for tl 
past years. The store is to be re 
modeled along modern lines and amo 
other features will provide a free park 


ing space tor customers. 
es 2 
Fresno, Calif., recently staged a jot 


“$1 Day” in which practically all dow 
town merchants participated A fre 
street car ride, downtown, one way, wW: 
an inducement to shoppers to make tl 
trip. Among the electrical firms offer 
ing special bargains for this occasiot 
were the Fresno Anpliance Store, Gear 
hardt’s Radio. the Hockett-Cowa 
Music Co., Buford’s, McMahon's, Tut 
pin’s and a number of furniture ar 
department stores 
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TIME PAYMENT FINANCING 





























OUR potential customers are 
**finance-wise’’, They spend billions, annu- 
ally, for automobiles, oil burners, radios, 
refrigerators, and other electric appliances 
of household utility. Where the unit prices 
are high enough to warrant, most of the 
purchases are made on a time payment plan. 
But not just any plan. They are demanding 
fair terms, fair treatment and fair under- 
standing of their budget problems in the 
handling of collections. 





This is the kind of service Commercial 
Credit Company offers through local offices 
in principal cities of the United States and 
Canada. It has been a valuable selling aid to 
a large number of leading manufacturers and 
their distributors. It has won the confidence 
and good will of millions of their customers. 


For full details of Commercial Credit Com- 
pany plans, write or phone headquarters or 
any branch office. 


COMMERCIAL CREDIT COMPANY 


COMMERCIAL BANKERS v 


CONSOLIDATED CAPITAL 





HEADQUARTERS: BALTIMORE 
AND SURPLUS $49,000,000 


FINANCING SERVICE FOR MANUFACTURERS, DISTRIBUTORS AND DEALERS 





THROUGH 170 OFFICES IN THE UNITED STATES AND CANADA 
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Conclusively Demonstrates 
Sales Building Possibilities - 


Dave . Bright, president of t 
of the Pioneer Gen-E-Motor stra’ 


Corp., and Ken Ford of Ford, are 
197% Increase for July | Brown & Matthews, adver and 
ing agency, examine the first 
over July 1935 | 


. PIONEER GEN-E-MOTOR | 


Barton Sales increased 103.9% the first 7 months of START DEMO TRAILER 
1936 over 1935. The reason is not luck or extra sales | FLEET 


pressure, for Barton’s sales expenses are unquestionably 




















Chicago, Ill—The Pioneer Gen-E- 


‘ 
the lowest of the industry. Motor Corporation this month starts 1 
‘ : a : ; ; the first of a fleet of completely 
1710 Extra Water Currents per minute is the reason— equipped trailers which will go from 1 
: : E : . . city to city throughout the Southwest 
a feature that sells itself, that cannot be duplicated in ak Tale Tinie eee” deme 
washing efficiency or sales presentation. ing to consumers the value of Pio- : 
; page ‘ 3 neer Gen-E-Motor equipment as a 
Salesmen become enthusiastic and enthusiasm is “catch- small individual farm electrical plant. ' 
eT ee ‘ a ’ Each unit will be made up of a 
ing” increasing sales at profitable levels. | streamlined automobile and the most ' 
; - _ oe SS | modern trailer possible to obtain. ( 
Barton offers a logical step-up in six distinctive models— | Local residents along the line will ) 
3 with patented convoluted tub and patented water | sea dramatic demonstration of what 
= . : . modern inventive genius has done to 
action and 3 with the conventional type tub. All with | give the farmer, the trailer-user, the | 
safety push-bar release Lovell wringers with hand boat-owner, the wayside stand pro- | 
| ae Ff : 
ae safety first Boe prietor, etc., complete electric light 


and power systems at a cost below 
If the Barton Franchise is open in your territory | gi» oi 0h tent 
write for details. THE BARTON CORPORATION, | dealers in displaying features of these 
Wen Bead. Wissen unique plants. In cases where new 
’ scoussn. prospects have been interested, spe- 
cial demonstrations will be held for 
them. Mr. Dave Bright, President 
of Pioneer Gen-E-Motor Corpora- 
tion, Chicago, said, at the christen- 
ing of his No. 1 streamliner, “Rural 
districts that are forced to use bat- 
tery types of radio have found that 
these pioneer gas-electric generating 
plants are the answer to existing 
power problems. Dealers, I know, 
will welcome these demonstrations— 
and they can use them to make a 
real profit.” 

Mr. Bright has been one of the 
leaders in the development of electric 
light and power systems for users 
to whom high-line power is not avail- 
able. 





Model 
LB 


Ns Barton LB Deluxe, heavy 

\ duty model. Very finest 
coustruction. Lovell’s 
highest grade chromium 
plated wringer. Color: 
white tub and black 
crackle finished base. 


Stromberg-Carlson Appoints 
Nine New Distributors 


ROCHESTER, N. Y.—Continued 
strengthening of the distribution set-up of 
the Stromberg-Carlson Telephone Man- 
ufactuting Company of this city is evi- 
denced by an announcement just made 
by the lecal office. According to this 
report nine distributing organizations 
have just recently been added to the 
rapidly growing Stromberg sales organi- 
Barton C-6, a Barton CB-O. Lowest |Zaticn. These are: Parks and Hull of 
well built attrac- priced model but guaran- | laltimore. Maryland, serving the Balti- 


Barton Multi- 
Flo double 


duty agitator. 





tive washer with teed to satisfy in service. |™ore area; American Sales Co. of Co- 

patented water action. 3 coat white Lovell safety, push-bar lumbus, Ohio, covering fifty adjacent. 
1710 Extra Water Currents diagramed. porcelain enameled tub on light wringer with hand rests. | Counties in Ohio; Hefty Sales of Madi- 
Water is shot back through clothes by green chassis. Lovell wringer has son, Wisccusin; Farrar-Brown of Port- 
15 water breakers pressed into the tub push-bar release, automatic drain land, Maine, servin the entire state of 
wall. board, and reset lever. Maine; Graybar Electric Company of 


i Detroit for the Eastern half of the state 


~ of Michigan; Graybar Electric Company 

BOSTON FURNITURE SHOW re! A emg — ge Pann- 
~_— svivania and northern West irginia ; 
Mechanics Building Graybar Electric Company of Syracuse 


N. Y., for the Syracuse area and _ the 
Space 138 — Grand Hall — First Floor Graybar Electric Casaeaie of Buffalo 


SEPTEMBER 7 to 12 N. Y., covering the area adjacent to th 


city of Buffalo. 
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EER GEN-E-MOTOR CORP. 


SUPERIOR STRETT. CHICAGO. UL 
Dol aii 
the Slectrerty 

















Cat ELECT 


Need” 


of the new streamlined demon- 
stration trailers which Pioneer 
are sending out to assist dealers 
and jobbers in selling Pio- 
neer gas-electric power plants. 


KELVINATOR SHIPMENTS 
SHOW INCREASE 


DETROIT.—Total shipments of Kel- 
vinator refrigeration products for the 
ten months fiscal period ending July 3lst 
were 297,435 as compared with 222,336 
units for the corresponding period last 
year or an increase of 33.8 per cent was 
announced recently bv H. W. Burritt, 
vice president in charge of sales. 

Kelvinator oil burner shipments for 
the first ten months of the current fiscal 
year ending July 3lst exceeded by 75% 
the shipments for the entire previous fis- 
cal year, as announced by E. V. Walsh, 
manager of the automatic heating divi- 
s10n. 

July shipments of Kelvinator Commer- 
cial refrigeration were 4,261 units or an 
increase of 54% over shipments for the 
corresponding month of 1935. 

Shipments for the ten months fiscal 
period ending July 3lst were 35,168 units 
as compared with 24,282 for the same 
period last year or an increase of 44.8% 
was announced today by J. A. Harlan, 
manager of commercial sales of Kel- 
vinator Corporation. 


Oil-O-Matic Summer 
Campaign 
Brings $2,225,000 Volume 


BLooMINGTON, I[Lt.—The Williams Oil- 
O-Matic Tem-Clock Summer Offer cam- 
paign from July 15 to August 15 resulted 
in a retail sales volume of approximately 
$2,225,000. This includes conversion 
burners and boiler-burner and furnace- 
burner units. Retail sales for the last day 
of the campaign totaled $435,000. With 
many outlying territories yet to be heard 
from, the Oil-O-Matic Tem-Clock Sum- 
mer Offer topped any previous campaign 
in Williams history. 

National advertising, direct mail and 
window posters featured these four points 
in the Oil-O-Matic Tem-Clock Summer 
Offer campaign. No down payment, no 
monthly payments till fall; Low interest 
rates under F. H. A.; 12 to 36 months 
to pay; Handsome electric Tem-Clock 
for day-nite temperature control free. 


C. |. T. Opens Canton Office 


CANTON, O.—C.L.T. Corporation, in 
order to give localized sales financing 
service to the many dealers and pur- 
chasers in the territory surrounding Can- 
ton, has opened an office there in the 
First National Bank Building, 120 Tus- 
carawas Street, West, on Monday, 
August 10th. Mr. C. Vance Anderson 
from the C.I.T. office in Youngstown is 
in charge. Associated with Mr. Anderson 
is Mr. N. W. Pope, both of whom are 
well known to local business men since 
they have for some time been contacting 
dealers and manufacturers as the local 
representatives of the C.I.A. office in 
Youngstown. 
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She can if you are in the Classified 
Telephone Directory 


Gir is one of many prospects who look for the brand 
of refrigerator or radio or vacuum cleaner you sell’ 
Or she may want you to repair some appliance. So she 
turns to the ‘yellow pages.’ Will she find you? 

Identified this simple and profitable way are auth- 
orized dealers for Easy, Eureka, Frigidaire, Ge -neral 
Electric, Hoover, Hotpoint, Kelvinator, Leonard, Norge, 
Philco, Premier, RCA-Victor, Stromberg-Carlson, West- 
inghouse, White. 

‘Make sure that you are listed under the advertised 
brands you sell, and that your advertising ap- = 
pears at every classification of your business. & 
Call the local directory representative. 
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Review of New Products 








EVERHOT Rangette 
The Swartzbaugh Mfg. Co., Toledo, O 
Device: Miniature electric range takes 
up less than 24 sq. ft. space. 
Description: Plugs into wall outlet; 2 
burners and removable oven; round 
burner for surface cooking only; 
square burner provides fast surface 
cooking as well as baking in oven or 
broiling in grill drawer beneath burn- 
er: each burner has 3 heats; double 
insulated oven equipped with built-in 
visible indicator, roasting or baking 
pan, broiling rack and 2 shelves; por- 
celain and chrome finish.—Electrical 
Merchandising, September, 1936 


v 





ZENITH 
Washer 
Zenith Machine Co., Duluth, Minn 
Model: Zenith Lifetime Washer. 
Description: Equipped with Zenith 
cast aluminum over head agitator 
with gentle rubber hands, firm yet 


flexible; modernistic tub has in- 
verted non-splash rim; patented 
clothes separator prevents clothes 
tangling and forces them into path 
of tastest water action; safety switch 
controls washer and dryer; Zenith 
streamline aluminum dryer with 
Lovell balloon rolls and automatic 
drain board; ¢ h.p. motor rubber 
mounted; quick opening and closing 
drain faucet; foot lock on rubber 
casters prevents crawling; gear case 
with only 5 moving parts sealed in 
bath of oil; three color combinations 
available: cream and green, cream 
and maroon or black and white 
baked enamel.—Electrical Merchan- 
dising, September, 1936. 





MASTER KRAFT 
Heating Unit 


Harvey Whipple Inc., 55 Emery St., 
Springfield, Mass. 

Device: Conditioned warm air heat- 
ing unit heats, filters, humidifies, cir- 
culates air. 

Description: Completely automatic 
unit includes Master Kraft super 
safe oil burner; automatic drip hu- 
midifier; precast refractory combus- 
tion chamber; Zonalite insulation for 
floor and walls of refractory cham- 
ber, draft adjustor, blower motor, 
spun glass filters, belt, pulley, blower 
housing and air conditioning fur- 
nacestat 

Super-Safe oil burner equipped 
with Borkontrol to insure safety; 
Tripalator for more perfect combus- 
tion and fuel economy; Thermo 
Overload release switch to prevent 
burned out motors 

Available in complete range of 
sizes; 2-toned green enameled 
jacket enclosing entire unit or in 
round-cased type, with or without 
conditioning unit. — Electrical 
Merchandising, September, 1936. 





POWR-PAKT 
Windshield Defroster 


The Alliance Mfg. Co., Alliance, O. 

Device: 2-blade, fan type windshield 
defroster. 

Description: Cocoa-tan enamel finish 
does not deflect light; 34 in. diam.; 
6-8 volt d. c. quiet motor, /-1 am- 
pere, 8 watts maximum, 3600 to 4000 
rpm; graphite bronze bearings; 
large oil reserve and holes for sea- 
sonal oiling; universal ball socket 
mounting adjustable to any position; 
can be mounted anywhere in car; 
power draw on battery does not ex- 
ceed 1 ampere.—Electrical Merchan- 
ing, September, 1936. 


v 





SUPERSTAR 
Matched Appliances 
Stern-Brown Inc., 257 W. 17th St., 
New York City 
Device: Matched appliance line con- 


sisting of No. 18 Superstar Thermo 
Mastergrill; No. 22 waffle iron; 


Nos. 40 and 42 3-slice automatic and 
non-automatic toasters. 

Description: No. 18 Mastergrill, com- 
bination grill with thermostatic heat 
control with interchangeable waffle 
grids. 

No. 22 waffle iron with thermo- 
static indicator, aluminum grids with 
overflow batter cup and new square 
base. 

No. 40, automatic 3-slice toaster 
with removable crumb tray, timer 
and regulator for shade toast de- 
sired; No. 42 3-slice toaster, non- 
automatic. 

Price: No. 18 Mastergrill, $4.95; 
aluminum waffle grids $1.95 addi- 
tional; No. 22 waffle iron, $4.95; No. 
40 3-slice automatic toaster, $11.95; 
No. 42 3-slice non-automatic toaster, 
$7.95. — Electrical Merchandising, 
September, 1936. 





WESTINGHOUSE 
Coffee Maker 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 


Model: PM-44 coffee maker. 

Description: 8 cup capacity; visual 
measure ment indications ; large 
mouth on lower bowl makes clean- 
ing easier; lip facilitates pouring; 
soit rubber gasket and improved 
filter are other features; Bakelite 
handles; covers for both bowls; can 
be used to make tea; 600 watts; 115 
volts, a. c. or d. c. 

Price: $7.95.—Electrical Merchandis- 
ing, September, 1936. 








PAGE 68 


HAMMOND Clocks 
The Hammond Clock Co., 2915 N. 


Western 


Vodels: 9—Aurora, Diplomat, Sover- 
eign, Chancellor, Regent, Empress, 
Parkway, Stewardess, Courtier. 

Description: Aurora, illuminated dial 
alarm; 34 in. dial; 3 case finishes: 
Walnut top and sides with mahogany 
face and inlaid lighter stripes; gray 
Harewood with white inlaid stripes 
and base; mahogany top and sides 
with maple burl face and light inlaid 
stripes; 544 in. high 
Diplomat, desk or table alarm model; 
silver plated 34 in. dial; 2 finishes 
Figured walnut top and sides faced 
with redwood burl and marquerty 
inlays of walnut, maple and ebony; 
or mahogany top and sides faced with 
maple burl with inlays of walnut, 
maple and ebony; 5? in. high. 
Sovereign, mantle or bookshelf clock; 
walnut case, Claro butt walnut face, 
antique brass top ornament and feet; 

5 in. dial; 94 in. high. 

Chancellor, mantel or radio model, 

faced with center matched stump 

walnut, light strip inlays front and 


ve., Chicago, Ill. 


sides; 5 in. dial; 88 in. high. 
Regent, available in 2 finishes: Pol- 
ished black ground glass face with 
Rhodium plated 42 in. track dial, black 
hour markings, revolving second disk, 
or white onyx with gold plated track 
dial and white hour markings; 5¢ in. 
square. 
Empress, narrow chrome _ case 
mounted on black Bakelite base, silver 
plated dial on blue mirror field; elec- 
tric alarm; 4% in. high. 
Parkway, round kitchen clock avail- 
able in ivory, green, and red; 6% in. 
dial. 
Stewardess, modernistic kitchen clock; 
ivory, green, red or black with chrome 
side bands; 54x63 in. 
Courtier, easel type alarm, 2 finishes: 
maple burl or butt walnut with light 
wood inlays; 34 in. dial; 5% in. high. 
Price: Aurora, Diplomat, Empress, 
$7.50; Sovereign, Chancellor, $9.95; 
Regent, $9.75; Parkway, $3; Steward- 
ess, $4.50; Courtier, $4.95.—Electrical 
Merchandising, September, 1936. 
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| WE AREN'T SELLING 
| \ OUR QUOTA OF 


APPLIANCES 











PPLIANCE selling is more than just attractively 
displaying your products and setting an ac- a HELP SMITH BROS 
ceptable price. Housewives and home owners have | SELL APPLIANCES. 
found that value isn’t simply a matter of price— |) “LET ME HELP 
value is what they get for their money. As a result, 
you must prove that your appliances will give eco- 
nomical and dependable service before these pros- 
pects will buy. 








G-E motors on the appliances you sell will help 
you convince customers that your appliances are 
of high quality—that they are worth the price 
asked. For General Electric has made superior 
motors for appliances as long as there has been an 
appliance industry, and General Electric’s high 
standards of quality are known and recognized 
everywhere. This reputation of G-E motors will add 
immensely to the prestige and 
sales appeal of your appli- 
ances— will make your sell- 
ing job easier. 


® 





If the appliances you sell are 
already equipped with G-E 
motors, be sure to call this | 1 = Sis 
fact to the attention of your nm sii 


prospects—it will help you 

sell. General Electric, Dept. (es at 

6A-201, Schenectady, N. Y. \} G-E TORS 
PASS ALL TESTS 


LET G-E MOTORS HELP YOU SELL APPLIANCES 


GENERA AL @) ELECTRIC 
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Review of New Products 











HERMAN MILLER 
Clocks 


Herman Miller Clock Co., Zeeland, 


Mich. 


Models: Modern Electric Clocks de- 


signed by Gilbert Rohde 


Description: No. 6365, maidou bur! 


with end applications of harewood 
veneer; self-starting; 4 in. high, 15 
in. wide 

No. 6381, macassar ebony, chrome 
trim, silver dials;  self-starting; 
accurate temperature and relative 
humidity readings; 5% in. high, 10 in 
wide 

No. 6349, white maple, inlaid ebony 
hour markers, dial of gunmetal mir- 
ror plate; black base; self-starting ; 
52 in. high, 5 in. wide. 

No. 4718, maple burl face with in- 
laid decoration; edges of pencil- 
stripe sapeli; brass bezel and feet; 
silver dial; manual starting alarm 
movement; 5 in. high, 9% in. wide. 





No. 4739, polished chromium with 
silver dial. Manual starting alarm 
movement, 64 in. high, 8 in. wide. 
Price, $6.00. 


Price: No. 6365, $12.50; 6381, $22.50; 


6349, $6.75; 4718, $8.50; 4739, $6.00 
—Electrical Merchandising, Septem- 
ber, 1936. 

v 


CARRIER 
Air Conditioners and Furnaces 
Carrier Engineering Corp., 


850 Frelinghuysen Ave., 
Newark, N. J. 


Device: Carrier Home Air Condi- 


tioner in 2 sizes complete with oil 


or gas furnace for winter and year 
round service 


Description: Smaller model requires 


27x46 in. floor space; larger size 
requires 27x67 in. floor space; 
evaporative pan type humidifier 
equipped with complete and remote 
control provides humidification; re- 
placeable throw-away type filters; 


nace and oil burner; gun type, Car- 
rier oil burner, “Floating Mounting” 
gives quiet operation; tlexibility in 
design enables installation with ex- 
isting steam or hot water, automatic 
or manual, boilers; air conditioner 
also adaptable to “split” system of 
air conditioning and heating; tank 
or tankless type domestic water 
heaters also provided for, making 
hot water available in summer with- 
out delivery of heat to rooms. Car- 
rier Home Air Conditioner consists 
of 2 units in separate sections: fur- 
nace unit and air conditioning unit 
each section and complete unit en- 
cased in 2-tone neutral gray crackle 
enamel finished steel jacket.—Elec- 
trical Merchandising, September, 
1936. 





IRON HORSE 
Generator 
Johnson Motor Co., Waukegan, Iil. 


Device: 12-volt generator for light- 


ing and radio service on farms, 
cottages, camps, etc. 


Description: Larger in capacity than 


small charger sets heretofore of- 
fered by Johnson, permitting use of 
as many as 12 twenty-five watt 
lamps at one time; positive push- 
button starting; flywheel magneto 
ignition; variable output control 
from nothing to full capacity; gov- 
erned, normal speed 1800 r.p.m. 
per min.; metered splash lubrica- 
tion; vacuum type breather pre- 
vents oil leaks; throttle measures 
fuel; special high efficiency, 4-pole, 
4-brush ventilated starter gener- 
ator without bearings; large capacity 
gasoline tank base; ignition com- 
pletely incased to prevent radio 
interference; Iron Horse generator 
is built round air-cooled, 4-cycle 
Iron Horse gasoline engine. 


Price: Complete without batteries, 


$65.—Electrical Merchandising, Sep- 
tember, 1936. 





BURGESS 
Flashlights 
Burgess Battery Co., Freeport, Lil. 





BURNHAM 
Steam Radiator 


Burnham Boiler Corp., 
Irvington, N. Y. 


Device: Portable electric steam radia- 


tor. 


Description: Self-contained radiator 


steam plant for cashier booths, open 
front stores etc.; automatically con- 
trolled thermostat turns on and off, 
preserving even temperature; auto- 
matic shut-off turns current off when 
presure reaches 5 lb.; indicator light 
shows when current is on and off; 
comes filled with right amount of 
water containing a  non-freezing 
fluid; rollers for easy pushing 
around; green and black enamel 
finish; 3 sizes, 750, 1000 and 1250 
watts. 115 volts a.c. 


Price: 750 watts, $40; 1000, $50; 


1250, $60—Electrical Merchandis- 
ing, September, 1936. 





ABC 
Farm Washer 


Altorfer Bros. Co., Peoria, IIl. 


Model: 116-G ABC Farm Washer. 
Description: Equipped with Johnson 


Iron Horse 4-cycle gas engine; 
ABC French type agitator with 
rubbing surfaces on wings and base; 
Porcelain tub with deeply em- 
bossed clothes flexors; Standard 
ABC wringer with finger-touch 
clothes feeder, oversize balloon 
rolls; 6 Ibs. dry clothes capacity ; 
gray porcelain finish—£lectrical 
Merchandising, September, 1936. 


v 


TIMKEN 
Air Conditioning Oil Furnace 


Timken Silent Automatic Div. The 


Timken-Detroit Axle Co., 100 Clark 
St., Detroit, Mich. 


passing through unit to absorb maxi- 
mum heat; heavy steel cabinet fin 
ished in baked green lacquer ; design 
provides ventilation between cabinet 
and inner casing to keep exterior 
cool and to prevent escape of heat 
into basement; controlled moisture 
supply made possible through use of 
humidifier equipped with automatic 
water supply mechanism; capacity 
80,000 B.t.u.’s; can deliver from 800 
to 1200 cu.ft. air per min.; overall 
418 wide, 50% long, 59 in. high. 
Electrical Merchandising, Septem- 
ber, 1936. 





WESTINGHOUSE 
Heat Pads 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 
Models: 4 warrsing pads, WP-144, 
W P-134, WP-124, WP-114. 


Description: WP-144, “two-for-one” 
combination, large pad 12x15 in. 
and a small auxiliary pad, 64x74 in.; 
soft outer covering; water proof 
envelop for wet applications. W P-134, 
3 temperature pad with positive 
thermostatic control. WP-124 De- 
Luxe pad, 3-heats. WP-114, single 
heat pad with eiderdown cover. All 
pads non-radio interfering; packed 
in new attractive cartons.—Electrical 
Merchandising, September, 1936. 





RITTENHOUSE Chimes 
4 5. Seam, Inc., Honeoye Falls, 


Device: 2-tube door chimes. 

Description: 2 deep, organ-like tones 
sound when push button is pressed; 
40 in. long; available in bronze and 
brass finish or black and chrome. 
Complete with special transformer. 

Price: Bronze model, $6; black model, 
$7.—Electrical Merchandising, Sep- 
tember, 1936. 











Device: New type winter air-condi- 
tioning oil furnace. 

Description: Outstanding _ feature 
chromium steel fire-box used in con- 


for summer air conditioning space : ws 
is provided for fin-type cooling coil Device: Burgess Range Finder flash- 
for use with Freon or cold water; lights. 

forward-curved blade fan; modula- Description: Instant focusing—needs 


tion control with Carrier by-pass only one hand; by thumb action nection with Timken Model GC 
principle insures economy of re Range Finder button changes pressure oil burner ; fire box replaces 
circulation without continuous broad light beam to bright spot; usual brick or cast refractory, per- 
burner operation; flexible canvas special signal position on switch; mits bottom and all sides of combus- 
duct connections; fin-type heating Bakelite insulation; chrome finish. tion drum to be used as heating 
coil; standard controls for automatic Electrical Merchandising, Septem- surface; unit designed on “counter- 
operation of air conditioner, fur ber, 1936. flow” principle, which enables air 
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FREE DEALER SALES HELPS] 


FROM LEADING MANUFACTURERS 








Build 


SALES HELPS. 


increased sales and bigger profits by 
Circle the key number on the coupon and return it... 


sending for these free 


DEALER 


LITERATURE 


there is no cost to you 








Altorfer Bros. Co.: A.B.C. have 
just produced a smart 2 color en- 
velope stutter for dealer use fea- 
turing A.B.C. Farm Washer and 
Iron Horse 136-G 4 cycle gas en- 
gine driving unit. No. 1. 


Anchor Stove & Range Co.: 
“Automatic Heat by finger tip 
control,” is a sixteen page catalog 
picturing the line of Anchor Kol- 
stokers and describing how depend- 
able heat is automatically pro- 


duced. No. 2. 


Apex Rotarex Corp.: Ofier a folio 
that shows the way to sell three 
out of four prospects that enter 
dealers’ stores, also an effective 
mailing broadside, “Back in 1913,” 
each informative of the many out- 
standing features of Apex cleaners, 
washers, ironers and refrigerators. 


No. 3. 


Bakelite Corporation: The 
seventh edition of Bakelite Molded 
is just off the press. This is a 48 
page booklet containing a detailcd 
description of Bakelite molded, its 
many characteristics, prop rties 
and infinite number of applications 
in various fields of industry. 


No. 4. 
Burroughs Adding Machine Co.: 


An interesting descriptive folder 
showing payroll accounting plans 
for all types and all sizes of busi- 
nesses has been published for dis- 
tribution by Burroughs Adding 


Machine Co. No. 5. 


Butler Manufacturing Co.: ‘The 
Automatic Butler Coal Stoker 
1936 free dealer cooperative and 
national Sales and Advertising 
Program is outlined and _ illus- 
trated in a new striking campaign 
portfolio, which is available at this 
time. No. 6. 


Conover Co.: Two descriptive 
sheets featuring Conover electric 
dishwashers and the conveniences 
of using these modern home elec- 
tric units have been issued and will 
be distributed to dealers on request. 


No. 7. 


Combustioneer, Division of, Stecl 
Products Engineering Co.: A new 
series of three snappy dealer en- 
velope stuffers bringing out the 
economies and conveniences of 
Combustioneer automatic coal heat- 
ing units are now available for 
dealers to use as direct mailing 
pieces to customers. No. 8. 


Edison General Electric Appli- 
ance Co.: Illustrations of the new 
timer shelf and condiment jars, 
also lamp, which have been devel- 
oped for use with the Dorian elec- 
tric range are shown in a catalog 
page recently issued. No. 9. 


General Electric Co.: A booklet 
“The Farm Wiring Problem,” 
which deals with the proper dis- 
tribution of electricity on the farm 
gives facts and diagrams which 
will be of interest and value to 
dealers. No. 10. 


A 20 page booklet on sales train- 
ing for department store employees 
engaged in selling electric refrig- 
erators is available. No. 11. 

A new monthly service to de- 
partment stores, including pictur- 
ized suggestions for window dis- 
play, arrangement of appliances 
and other ideas is available. No. 12. 


Herman Miller Clock Co.: A new 
1937 catalog showing the atest 
line of modern electric clocks for 
home and office use by Herman 
Miller has been released for dis- 
tribution to dealers. No. 13. 


Ilg Electric Ventilating Co.: ‘Two 
new Ilg air conditioning catalogs 
numbers 436 and instruction book 
430-A have just been released. 
They contain interesting and valu- 
able information regarding air con- 
ditioning estimating. Catalog No. 
FB-45 featuring Ilg propeller fans 
and blowers is also available. 
No. 14. 


Ohio Carbon Co. New informa- 
tion sheets giving valuable test 
data, dimensions, prices and hook 
ups for the “Ohiohm”’ series of 
automobile radio interference sup- 
pressors are being issued. No. 15, 


Pennwood Co.: A new Pennwood 
Self-Starting Electric Clock bulle- 
tin covering 1936-37 electric clock 
models has just been released for 
dealer distribution. No. 16. 


Porcelain Enamel Institute: ‘The 
Educational Bureau of the Por- 
celain Enamel Institute announce 
four booklets, “Handbook on De- 
sign of Metal Parts for Porcelain 
Enamels, No. 1”; and “Reflectance 
Test for Opaque White Porcelain 
Enamels”; “Porcelain Enamel 
Signs”; and “Sales Manual for 
Porcelain Enamel” which may be 
obtained without charge by anyone 
interested in the use of Porcelain 
enamel. No. 17. 


Railly Corp.: “Pin-it-Up, Residen- 
tial and Commercial Lighting, for 
Fall 1936 and Spring 1937,” is the 
title of a 24 page catalog that fea- 
tures and describes in detail the 
modern line of Pin-it-Up electric 
lamps. No. 18. 


Ranco, Inc.: Ofier a most com- 
plete service manual and three val- 
uable booklets numbers 650, 658 
and 655, covering outstanding fea- 
tures and installation data on the 
line of “Rancostat” stainless steel 
thermostat units and parts. No. 19. 


Re-New Sweeper Co.: The big 
new 84 page catalog listing 1000 
vacuum cleaner replacement parts 
and service items is just off the 
press ready for distribution upon 


request from Re-New Sweeper Co. 
No. 20. 


Servel, Inc.: “Air conditioning by 
Servel,” is the title of a new book- 
let which sells the use of air con- 
ditioning equipment by reason of 
its benefits to business and man- 
kind. No. 21. 
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South Bend Lathe Works: “How 
To Cut Screw Threads In A 
Lathe,” B No. 36-A; “How To 
Grind Lathe Tool Cutter Bits,” 
B No. 35; and “What ‘To Make 
on The Lathe,” B No. 34, are the 
titles of three new bulletins re- 
cently issued for distribution at a 
nominal charge. No. 22. 


United States Rubber Products, 
Inc.: A new handy manual “Lay- 
tex, The New Dielectric in Com- 
munication and Control Wires and 
Cables,” for use in specifying wire 
and cable installations for signal 
and control service, is available. 
No. 23. 


Wagner Electric Corp. A new 
bulletin on Service Instructions For 
Capacitor Start Induction Run 
Motors, is available. The bulletin 
lists troubles most frequently en- 
countered and should therefore be 
of great help to service depart- 
ments. No. 24. 


Wakefield Brass F. W. Co.: 
“Recommendations for Classroom 
Lighting” .is the title of an inter- 
esting and helpful folder on proper 
illumination. No. 25. 


Ward Leonard Electric Co.: Have 
recently issued a series of new bul- 
letins describing their new Vitrohm 
Field Rheostats and accessories. 
No. 26. 


Warren Telechron Co.: Tele- 
chron dealers are receiving and 
enjoying many benefits from the 
interesting publication ““Telechron- 
icle,” which contains news and up- 
to-the-minute suggestions on how 


to move electric clocks faster. 
No. 27. 
Williams Oil-O-Matic Heating 


Corp.: “How to add a room to 
your cellar,” is the subject of an in- 
teresting booklet which is available 
for distribution to customers. 


No. 28. 


Westinghouse Electric & Mfg. 
Co. have recently issued a most 
useful catalog entitled “Westing- 
house Factional Horsepower Mo- 
tors.” No. 29. 


A booklet entitled “Report on 
Floor Sales to Clinics No. 8 of the 
Westinghouse Refrigerator Sales 
mans Library” is available. No. 30. 
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Review of New Products 











GE HOTPOINT 


Mixer Accessori 


es 


eneral Electric Co., Appliance & 
Vdse. Dept., Bridgeport, Conn. 


eve: 


? 


2 new accessories for G-E 


lescription: Ice Crusher 5? in. high, 
combination pea sheller 
slicer 


lescription: Ice Crusher 5 
crushes ice cubes or 


and bean 


i in. high, 
pieces oO! 


cracked ice; can be attached to port- 
able mixer or to deluxe mixer by 
lifting knob of reduction unit. Pea- 
sheller and bean slicer for use with 
portable mixer fits into power unit. 
rice: $1.95 each—Elect 
chandising, September, 1936. 
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iJ€VICE? 


OHIO 
Brush Kit 


arbon Co., 12,508 


Lakewood, Ohio 


Berea Rd., 


Carbon brush replacement kit 


(No. 6) covers brush requirements 


of 1 


fice 


65 types of dome 
and barber equ 


stic, ltarm, 
ipment by 


means of 92 brushes and 18 springs 
which display carton 
Electrical Merchandisin« 


} 
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. A 


1¢€ 
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- shop. 
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AIRITE Circulat 


contains 
/, Septem 


air 


Airite Corp., Rockford, Ill. 


2-HO for use in ¢ 


ription: Humidifies, fi 
ehumidifies, water washes, circu- 


tes 


rcu 
ok 


air from floor to 


fice, home 


lters, cools, 


ceiling in 


ilar motion; ozone generator 
estroys mustiness, kill 


s smoking, 


ing or medicine odors: medi- 
ted or perfumed air 


$69.50.—Electrical 
September, 1936 


also avail- 


VW erchandis- 


Priming th Png 


TO SELL A MILLION I-E-S BETTER SIGHT LAMPS 





What are you going to do to get your 
share of the million I. E. S. Better Sight Lamps that will 
be sold in October? How are you going to capitalize on 
the unprecedented campaign developed by the I. E. S. 
Better Sight Lamp Makers to build lamp sales for you? 


No stone has been left unturned to make October the high 
spot in portable lamp history. The smashingly powerful 
advertising campaign has rarely been equalled in the history 
of any advertised product. 


The makers have created the best values they can devise. 
They offer you 3 different ‘‘sure-fire”’ plans to increase porta- 
ble lamp sales—and a Newspaper mat service to go with each. 


What you get out of this gigantic program depends on what 
you put into it. See that you have a complete stock of I.E.S. 
“Birthday Specials” and regular models. Map out a strong 
advertising schedule. Plan striking window and store dis- 
plays. Tell your salespeople all about the big nation-wide 
drive. Ask the I. E. S. Better Sight Lamp Maker who serves 
you for the newspaper mat services, and other selling aids. 
He is prepared to cooperate with you 100%. I. E. S. Better 
Sight Lamp Makers, 2116 Keith Building, Cleveland, Ohio. 
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OCTOBER 


$85,000 
FALL ADVERTISING 
CAMPAIGN FOR I-E*S 
LAMPS ... New 2nd 
Birthday Specials .. . 
New Merchandising 


Plans... will start 
hig, flow of sates 
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A SMASHING NEW 
FALL SALES CAMPAIGN ON 
GENERAL ELECTRIC RANGES! 


week's sales 


A complete 5 a package- 


campaign in : 
. pe 
bines TIMED pros ; 
<orilings with TIMED per 
sonal contacts. 


of each pack- 


Contents cy 50 range 


age aimed 
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G-E RANGER—the Automatic Order Taker 


@ Never before have you seen anything like the new G-E 
Ranger. It’s the simplest, easiest, most effective plan for 
developing electric range sales ever organized. Based on 
the law of averages, it cannot fail when properly worked. 
It’s automatic in operation. No guess work. Everything 
is planned in advance, every movement timed. 


Put the Ranger to work for you this Fall—right now—and 
you will be amazed at the way it produces range business 
that heretofore you never thought existed! See your G-E 
Home Appliance Distributor at once or write or wire direct 
for complete details. General Electric Co., Appliance and 
Mdse. Division, Sec. RE9, Nela Park, Cleveland, Ohio. 


GENERAL @ ELECTRIC 


Automatic Electric Ranges 
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GLOBE-WERNICKE 
Visible Record Equipment 


The Globe-Wernicke Co., Carthave 
Ave., Norwood, Cincinnati, O 
Device: Aluminum 


visible 
book and cabinet. 


rece rd 


Description: Light weight aluminum 


record book provides advantages 
where records must be moved from 
place to place; closes tightly on all 
sides; aluminum cover plates, ad 
justable follower block and 2 label 
holders one at each end; green, 
walnut brown and mahogany red 
“Duro-Velv” finish. 

Steel visible record cabinet pri 
vides resistance to fire, protects 
valuable records; receding type 
doors at front and back equipped 
with flat key locks; individual 
compartments with metal rollers; 2 
sizes to accommodate 5 and 10 G/W 
aluminum visible record books: 
green, walnut brown and mahogany 
red “Duro-Velv” finishes.—Electri- 
cal Merchandising, September, 1936 
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SAVUTIME Water 
Heater Control 


Robert C. Chick Inc., sole distributors 


for Savutime Devices Inc., 88 Man- 
hattan St., Rochester, N. Y. 


Device: Control for gas water heater 
Description: 


Solenoid valve operated 
from remote control chrome wall- 
plates located in bath and kitchen; 
valve opens and closes gas line o! 
side-arm heater; sliding thermostat 
mounted on range boiler automatica'- 
ly closes valve when water becomes 
hot to point at which thermostat | 
placed on tank; gas pilot; red signa! 
lamp in wallplates tells when heater 
is on; ordinary doorbell wiring ; oper- 
ates on 6-8 volt transformer. 


Price: Model No. 11-3 Station Unit 


$39.50. — Electrical Merchandism 
September, 1936. 
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STROMBOS Chimes 
Thos. Rhamstine, 310 Beaubien St., 
Detroit, Mich. 
cord Device: Door chimes. 
Description: 3 models; 2-tube modern- 
— istic model chromium finish; 2-tube 
lacquered brass model; and 1-tube 





ages 1. 

non lacquered brass model; 2-tube 
. oi models may be connected to 
al ring a chime note for front door and 

label a single note for rear door; each 

caeis model complete with special trans- 
nal former. 

Price: 1-tube model $8.25; 2-tube 
pr brass model $12.25, with front and 
sects rear door connection, $13.75; 2-tube 
type modernistic model, $15.50; with 
ipped front and rear door connection, 
idual $16.75.—Electrical Merchandising, 
rs: 2 September, 1936. 

G/W 
ooks Vv 
ogany 
lectri- 
1936 
TWIN ROLLS Tubs 
The Rolls Products Co., 145 E. Wood- 
land Ave., Youngstown, O. 
Device: Twin laundry tubs. 
Description: Designed to match latest 
type washers; mounted on heavy 
rubber wheeled casters; easily 
tributors moved over any type floor; designed 
88 Man- so that any wringer will reach 
either tub without moving washer ; 
r heater each tub drains separately thru drain 
operated cocks in side; porcelain enamel; 23 
we wel gal. capacity. 
kitchen; Price: $17.50.—Electrical Merchan- 
5 line ol dising, September, 1936. 
hermostat 
Fomatical- Vv 
becomes 
mostat |s JANETTE Plants 


neater Janette Mfg. Co., 556 W. Monroe St., 

ng; oper Chicago, Ill. 

. Device: Janette gasoline electric 
plants for farms, cottages, camps, 
radios, etc., available in a.c. or d.c. 
In capacities from 250 to 50,000 
watts or volt amperes. 

Description: 250 watt plants, horizon- 
tal mounted, “V” belt connected; 
300, 500, 600, and 750 watt plants 
have generators mounted on top of 
ngines and connected by “V” belts, 
vhich conserves space and makes 

plant adaptable for portable use; 

1000 and 1200 watt sizes, horizontal 
V” belt connected; larger sizes 

lirect connected by means of special, 
eavy duty flexible coupling with 

ngine and generator mounted on 
ron base; equipped with latest type 
ir cooled 4-cycle engines with high 
ension magneto, fly ball type gov- 
tnor.— Electrical Merchandising, 
eptember, 1936. 


Hon 
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Equipped with an oversize tub, a new 
corrugated agitator, new safety bar 
release wringer, and a mechanical unit 
especially designed for it's simplicity, 
ruggedness and compactness — the L-8 
model BEE-VAC Washer provides a 
wealth of quality features for the wash- 
ing machine buyer. Not least among 
these features is the sturdy, rubber- 
mounted, self-lubricated Sunlight motor. 
The quality of this Sunlight motor re- 
flects the quality that is built into every 
part of every BEE-VAC Washer. Four 
other distinctive models with Sunlight 
motors complete the BEE-VAC line. 


iy, Sunlight Electrical Company, 
son G. Warren, Ohio. 
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HIS 





STOPS T 
LEAK! 





¥ bg 
C xclusive 
‘Knee -Action’’ Wringer 


¥ The profits you KEEP are 
the only profits that count in 
the washer business. Service 
calls are the “thief of washer 
profits. A satisfactory margin 
on your initial sale soon dis- 
appears . . . with a constant 
stream of appeals for service. 


¥% One Minute washers stop 
this leak. They are a lasting 
tribute to sound engineering 
and superior craftsmanship. 
The famous oil-packed, water- 
tight gear case is as carefully 
built as the transmission of a 
fine car. Ask to see it before 
you choose any washer. Ex- 
clusive seven-feature alumi- 
num wringer is the greatest 
washer improvement since 
the development of, the bot- 
tom agitator. These and many 
other tested features insure 
satisfied customers and per- 
manent profits. 


A complete line for every 
need and every model 
available with electric 
motor or Briggs & Stratton 
gasoline engine. 


¥ Profit by the “swing toOne 
Minute’. Write or wire today 
for complete information. 


One Minute Washer Co. 


Newton, Iowa 


Washer Craftsmen Since 1898 


THE FAST SELLING LINE 
OF WASHERS 
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AlRistocrat Ventilator 


lower Co., Birmingham 
Mich 

evice: Wall cabinet kitchen ventilators. 
Model 10 has 10 in. fan and 
moves 700 cu.ft. air per min. using 40 
watts; No. 12 has 12 in. fan and moves 
1050 cu.ft. air per min. using 3) watts 
Both models quiet, no radio interference ; 
mercury type switch; lever operates rear 
door and actuates switch. 24 in. bead- 
type pull chain; 110-volt 60 cycle motor ; 
aluminum fan; modernistic, polished 


Jescription 


The Accepted Standard 
Since 1909 





Progressive dealers everywhere find it pays to sell 
BRIGHT STAR products a complete flash- 


light and battery line, featuring 


* Fully Insulated Metal Top Cells 
% One Hand Focusing Spotlights 


* Dry Cells, Radio Batteries 
* Flashlight Display Units 


High quality merchandise, eye-appealing 
displays and liberal profit margins make 


this a most attractive line . . 


. Catalog 


and full details gladly sent on request. 


Clifton, N. J. 


co 


BRIGHT STAR BATTERY CO. 


aluminum grille 
rice: No. 10, $30.: No 


trical Merchandising, September, 1936 


~ 


12, $35.—Ele 


v 





All-Rubber Plug 


Allied Mercantile Co., 11-5 E. Run- 
yon St Newark, N. J. 
Device: No 150 all-rubber plug with 
Spring-Action blades 

Description: Designed to harmoniz« 
with modern appliances and to fit 
new 5-way outlets; Spring-Action 
blades make positive contact at all 
times even in worn outlets; black, 
brown or ivory rubber; plug may 
be assembled with ease and speed 
with Spring-Action assembly ma- 
chine turnished to quantity users 
without cost.—Electrical Merchan 
dising, September, 1936 
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RAY-()-VAC 


> COPPERLIT 





*' 


G24 2 


RAY-O-VAC 
Flashlight 


Ray-O-Vac Co., Madison, Wis. 
evice: Baby Copperlite flashlight to 
fit pocket or handbag; uses 2 No. 1 
Ray-O-Vac unit cells; throws 
strong beam of light 350 ft.; No. 5 
display holding 6 flashlights als 
featured 

Price: 89c Electrical 

September 1936 


Verchandising 


t€c~ 





IRIGHT STAR), = \ 
Ly 


‘ASHLIGHT ’ / 


BATTERY l; 
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“DIAMOND H’ 


COMPLETE ELECTRIC RANGE HEAT 
CONTROL 


The Standard of Quality and Excellence 


S THERMOSTATS—Positive, accurate, 
modern. Built to withstand the test 
of heat and time. 


SWITCHES—New construction — Silver 
contact, Slow Break in _ Bi-Rotary, 


Rotary and Toggle types. 


OUTLETS—F or 


Connection. 


Timer 


Appliance and 





A steady increase in customer acclaim 


Send for Bulletin 


describing these devices 


THE HART MFG. CO. HARTFORD, CONN. 
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Handy-Heat-On-Wheels 


An Electrical 
Steam Radiator 


Uses no more current than an electric 
iron. In addition to the radiant heat 
of electric bowl-type heaters, it also 
gives you convected heat. That means 
quicker heating, and an economy ot 
current. 

It is just the thing for bathrooms or 
any hard-to-heat room. Also ideal in 
any room for cool damp days of 
Spring, Summer and Fall when 
main heating is not in operation. 
Easily wheeled from one room to 
another. So light it can be carried 
upstairs or down. Equipped with both 
thermostat and automatic current 
cut-off. Cuts off at 5 lbs. pressure. 
Cuts in at 2 lbs. Made in 3 sizes. 
Finished attractively in black and 
neutral color. 


Dealers Wanted 


Here’s a real sales item yielding a fine 
profit. Send for full particulars. Get 
in on the ground floor. 





| 
| 
| 
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Time Meter 


American Timer Corp., Geneva, Ill. 


Device: All-electric, — precision-built 
instrument which combines useful- 
ness of clock with time meter. 

Description: Moveable dial in lower 
part of black clock face calibrated 
from zero to 120; can be set for 
any number of minutes from 1 to 
120;  clear-toned buzzer _ signal; 
recommended for use in sick room, 
at piano, laundry and for all cook- 
ing operations; available in 6 colors: 
white, ivory, yellow, red, green and 
black; black clock face with white 
hands and numerals; available alone 
or with matching salt and pepper 
set.—Electrical Merchandising, Sep- 
tember, 1936. 





MANUFACTURED BY BURNHAM 


IRVINGTON, N. Y. 


For 63 Years Makers of Heating Products 
Representatives in All Principal Cities of the United States and Canada 


THIS FALL ADVERTISING 


























Trim, rugged, compact, the 
Powr-Pakt Windshield De- 
froster combines more saleable 


PERMA-FUSE 


Perma-Fuse Corporation, 
Louisville, Ky. 


Device: All-purpose renewable fuse; 
mercury is used as current conduc- 
tor; renewed by unscrewing plug, 


features than any defroster on 
the market today. The Powr- 
Pakt defroster uses not more 


will help YOU build sales... 


swinging it with contact end down 
like a thermometer which returns 
mercury to contact points within 
fuse and is ready for reuse.—Elec- 
trical Merchandising, September, 
1936. 


than one ampere of power— 
less than a tail light. Built to 
give proper defrosting without 
causing drafts, the Powr-Pakt 
y maintains a constant speed—it 
will not slow down on long 
pulls. Can be installed by any- | 
one, anywhere in the car. Fin- 
ished in durable enamel that 
does not reflect light and 
backed by a one year guarantee. 


Retail Price $3.25 
fF». Powr-Pakt 
De Luxe 
— Electric Mixer 





; c ys * 
Faries is coming out with a hard-hitting advertising program which will 
mean more business to you if you are prepared. September issues start 
the campaign. Coupon below will serve you quickly in getting more 
information. 


MANY NEW MODERN DESIGNS 
will be regularly featured ... . 


FARIES GUARDSMAN (left)—No. 1575-—-the 
iristocrat of portables . . . beautiful design, 















Ca 





highest quality of materials and workmanship \ E h if ; : 
Strong, pleasing light ee gare = SUPERFLEX \ Ff very housewife is a ' 
shadow To be featured in Business eek, \ Ee / . 

October 3rd—1/3 page advertisement You'll Heaters bs Dy good prospect for this 

want it in stock; it will move. 


low priced electric 
mixer. Beats eggs—whips cream 
—stirs beverages, etc. Fur- 
nished complete with colored 
glass bowl and Plaskon motor 





Perfection Stove Co., Cleveland, O. 
Vodels: Superfex oil burning heaters 
supply circulating and radiant heat 
Description: Series of adjustable shut- 
ters on each of 3 sides makes it pos- 


FARIES NATURAL LIGHT (right)—No. 1989 
a high-grade commercial lamp for better 
supplementary lighting of general offices 
Enjoying a wonderful sale By actual tests 
under office conditions, this light speeds up 
operations, reduces errors as much as 50%, 
and eye-fatigue as much as 66%—something to No. 1989 














No. 1575 talk about. What do you want? Catalogs or sible to direct heat to floor or any housing in beautiful pastel 
% other information? Then send us coupon $11.00 direction where needed : when colors. Guaranteed for one 
$16.50 below ag are — o-_— — year. Retails at $1.50. 
RM NAME ing heat 1s supplied; with shutters ° ° 
ee closed heat is circulated; 3 sizes For complete information os 
\UDRESS with capacities ranging from 2,850 Powr-Pakt electric appliances 
| CITy STATE = to 7,330 cu ft. in northern climates ; write or wire 
| fuel oil is burned by special method 
NN without machinery, wicks or light- Alliance Manufacturing Co. 
" ing rings; 2-tone brown porcelain c 7 
eanten eneiien snieees enamel finish with black trim— Alliance, Ohio. 
——_—— AND S. ROBERT SCHWARTZ D Electrical Merchandising, Septem- 
, DECATUR, ILLINOIS ber, 1936. SERN eK 
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OHIO 


(§ CARBON J 
BRUSHES »,. 


FOR _w) 


- APPLIANCE 
j MOTORS ri 


4 





FITS 


139 MAKES OF 


Vacuum Cleaners 
Washing Machines 
Office Appliances 
Heat Regulators 
Barber Equipment 
Cash Registers 
Food Mixers 

Drink Mixers 
lroners... Pumps 
Fans, Drills, Etc. 


Contains 


in three sizes. These brushes 
and springs are especially 
designed to give long life 
and excellent commutation 


on the types of equip- 


ment listed. 


Ohio Kit No. 6— $3.00 net 


ORDER FROM YOUR WHOLESALER 


OR DIRECTLY FROM FACTORY 


THE Ouio Carson Co. 


12508 Berea Ro 
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92 brushes in 


eleven sizes and 18 springs 


CLevetann 0. 
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Timer 
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AIRITE 
Radio Desk Sets 

yengbusch Self-Closing Inkstand 
Compan Vilwaukee, Wisconsin 

Device: Combination radio and desk 
set 

Description AC-Dt International 
Kadette radio; Electric or 8-day 
\ alth 1am or Lux clock; Dipaday 
desk set, gold-pointed, iri di um-tipped 
pen fills automatic ally when dipped ; 
Sengbusch Self-Closin inkwel 
ulso with Airguide come rature and 
humidity indicator in place of 
writing s¢ available in a number 
f models with Bakelite or Plaskon 
ase 

Price Retail price from $39.50 t 


$49.50.—Electrical 


September 1936 


Merchandising, 





Heres Bae 


THE PERFECT HOST PROVIDES ICE CUBES 
INSTANTLY! 







“Here's looking at you. 


‘Today, 
cubes instantly. . 
from Flexible Rubber Trays or Grids. A 
survey among recent refrigerator pur- 


every ice compartment. 


drink a toast, 
Vilhelp you be the perfect host: 
For as you flip my rubber tray. 
Your guests have cubes 
The Modern Way. ~ 


* 


the perfect host wants to get ice 
. at the refrigerator... 


chasers shows 99% expressing a definite 
preference for this ice cube convenience. 

Give your salesmen the advantage of 
opening a refrigerator door which dis- 
closes Flexible Rubber Trays or Grids in 


Insist that the 


refrigerator you sell comes so equipped 
from the factory. 


THE INLAND MANUFACTURING CO., DAYTON, OHIO 


4 TRULY MODERN REFRIGERATOR SHOULD HAVE 4 


FLEXIBLE RupBper Tray orn Grip 


IN EVERY ICE 








COUMPARTMENT 





~ 





IF YOU sed Whisker: 


ers to look for the R & M name- 


Remember this— we've had forty- 
odd years’ experience building 
motors that make good appliances 
better. And we are advertising in 
the Saturday Evening Post, Col- 
lier’s, Time, and other influential 
publications, telling your custom- 


plate on the motor of any appli- 
ance they buy. Sell R & M motors 
and appliances equipped with 
them—and make this advertising 
sell for you!... Robbins & Myers, 
Springfield, Ohio; Brantford, Ont. 


Ee MYERS 


LOA 


FANS e MOTORS e HOISTS e CRANES e FOUNDED 18:8 
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- WINDOW CLOSING TIME | | 
“a ie aeeties Game Review of New Products 


season... for ey VERY 7: 1@00)'0 fa 


BREEZO SALES | 
Appliances 


© SEPTEMBER—wher it’s often too 
hot to close windows or too cool 
to leave them open—offers many 
opportunities to demonstrate the 
comfort and convenience of 
BREEZO Ventilation. 


Steps in Making 











?. 

~¢ 
= 

4 


That's open season for the sale 
of ventilating fans! BREEZO and 
BREEZ-AIR Fans meet the re- 
quirements of home ventilation— 
as well as the big commercial 
market, stores, theatres, garages, 
bowling alleys, etc. 


—_™~ 


NS SE ee 





A good engineer. 
and designer 





Reasonably priced, efficient, low 
in operating cost, denendable and 


avetante See exe ventiawing Fe- STANDARD TEST THEIR 
big “enpenteniier for ‘eubetantial Fan Bracket PRODUCTION 


profits. Write for details, prices : . 
and discounts, NOW! Neosign ( orp., 342 Madison Ave., 


Vew York City 
Device: 1-piece metal fan bracket 
for easy mounting of electric fans 






EXAMINE 
COMPETITIVE 
MARKET 






BREEZO 


Description: Requires only 4 mount- 
ing screws for installation; weighs 
5 Ibs; fits any make, 10, 12 or 16- 
in. fan; 11x104x5 in. 

Price: $2.50.—Electrical Merchandis- 
ing, September, 1936 


Arrange for 
raw materials 


TEST YOUR 
PURCHASES 


Start 
Production 


TEST OUTPUT 
BUFFALO FORGE COMPANY REGULARLY 
205 Mortimer Street, New York, N. Y. 

In Canada: Canadian Blower & Forge Co., Ltd., Kitchener, Ont. Advertise the 


new product 








00000 O00 








Four out of eight of these 


factors involve testing 
OVERTON Tray Tables 


S. E. Overton Co., 


South Haven, Mich. ETL is performing these serv- 
> Models: 4 new Bentwood tray tables ices for an increasing number 
available with or without accessories ; 

Colonial, Empire, Modern and Classic ; of manufacturers who now 


a 
b 
) and new Bentwood lap trays with 
fo | | walnut and striped mahogany inlay, 
=I) guaranteed against warping or stain- i 
- ing, shaped to nest on master tray. 
set or $1 each. Electrical Merchan 
dising, September, 1936. 





Price: Nested set of 4 trays $4 per a 
10 





@ New "Stop Watch" 
features assures uni- 
form toast without 


by lest 
/ 











preheating. 
@ Toasts two slices, f @ 
Volume without profit is not what you're seeking— both sides at same hire ae oc! : 
profit without volume is not satisfactory—but time. ASHLEE! 
j 
VOLUME WITH PROFIT, ah, that's what you're a | ) 
looking for—and, it's exactly the kind of oppor- @ Makes delicious 
Yih — — ag per “ino a at ~ Melba toast. UNer Cece * Satisfactory to you, 
spectacular new low price .95, is the mos a No 15i8 
a sensational automatic toaster buy in the history @ Keeps toast crisp = a and te f 
name of electrical merchandising! Why, dealers declare and hot until served. . ae ‘ 
appli- that TOASTSWELL is “found money"—that it sells Trich — 
notors on sight—that it sweeps competition aside. And, e ne rome fini $ h, WRITE FOR BOOKLET 
with best of all, it's toaster business that shows up on Bakelite handles, Mica WINCHESTER EXPLAINING THIS SERVICE 
; th si 4 it! ‘ ° 
rtising e profit side of the ledger. Let us prove it! elements Flashlight Cell 
Myers, FOR FULL DETAILS—for descriptive literature, prices, discounts, etc., Winchester Repeating Arms Co., 
d, On t on Toastswells (automatic and non-automatic), complete Tray Sets, New Haven, Conn. 


Sandwich Toasters, Food Warmers—WRITE 


Device: Bakelite moulded Super Seal 
unit cell No. 1511 moisture-proof, 
non-metallic, non-absorbent seal; 


construction provides larger space in 
x Ti i i cell, permits addition of increased 
e energy producing materials ; Moulded | 


Seal eliminates possibility of short 


620 TOWER GROVE AVE., ST.LOUIS, MO. circuiting. —Electrical Merchandis- 


ing, September, 1936. 
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SERVICE 


Dehydrating SO. Systems 
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Fig. |—Run head valve all the way 
n, shutting off the compressor from 
the condenser. Run the suction valve 
all the way in 


the 


shutting off the coil 
from Open Valve 
A" and start the compressor. The 
discharge its mois- 
ture-laden SOx through the discharge 


ne 


compressor 
will 


compressor 


Heat the compressor base to 
aid this process 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 


Address Service Eprror, Electrical Merchandising 
330 West 42nd St., New York City 


plete ly dischat re the } yb by open 


valve on the compressor 
il illowing the SO: t« 
the gage 


When 
has been completely discharged, install 


escape through 
into a 
system 


the middle leg of set, 
pail ot lve water the 


1 dryer in the suction 


line between the 


compressor as shown in 


Close the 


4 head valve and open 


the suction valve. The compressor will 
vacuum on the entire sys- 


now draw a 
| 


tem from the head of the compressor 


to the crankcase via the condenser, re 


liquid line, coil and suction line 
Fig. 1). All the and 
SO: will be drawn through the dryet 
Che will pass through the dryer 
hile the moisture will be trapped. Al- 
for about 20 
possible, heat up those 
where the leak oc 


drvyet 


ce eT 


(Se moisture 


SO 
the machine to 


tes. Where 


parts ot the 


run 


ysten 


cures Remove the by closing 


] +} . , ] 
suction vaive at the compressor and 


(This keeps air from filling 
when the suction 


entire system 
to remove the dryer ) 


and recharge 


valve is opened 


line 


Pump out the suctior 


the drver must be 


( { The 


ved, in this case 


nstalled in the liquid li 


dryer cannot be installed in the suction 


] 
in Operating system because it 
too much resistance to the flow 


of retriget 


ant vapor through the suc 
1 line I 


] 
: this 


remove 


iuse of 


re¢ 


the compressor cannot the SO 


resistance, 


gas from the coil fast enough to pro- 
To install the 
dryer in the liquid line without freeing 
the liquid which lies in the line is the 
next problem. See Fig. 3. Close the 
liquid line valve, open the head and 
suction and start the 
When the low side gage shows 


duce refrigeration). 


valves com- 
pressor 
a 10 inch vacuum, close the liquid line 
at the coil. The liquid line is now un- 
der a vacuum and can be opened with- 
out the least odor of SO:. Install the 
dryer between the liquid line valve and 
the liquid line as shown in Fig. 3. 
Open the liquid line valves and start 
the job. Stand by through at least two 
cycles in case of another “stick-up.” 
Leave the dryer installed for about 48 
hours. Never leave the dryer on the 
than 48 hours the 
calcium chloride (the drying agent in 
the dryer ) is liable to be carried into 
| 


iob more because 


1e system after prolonged exposure to 


liquid SO:, Always change the calcium 





Fig. 2—Dryer installed in the suc- 
tion line of a discharged system to 
protect the compressor while dehy- 
drating the entire system 


SEPTEMBER, 


e 


1936—E 








pot ere 


SECTIO 


chloride before using the dryer on 
other job. 

When the compressor cannot 
broken loose by hand, the job must 
reoperated. Many men apply lar 
wrenches to the flywheel in an eff 
to break the compressor loose. | 
perience has shown that in 95% of t 
cases where force is applied in tl 
manner, the shaft shears off before t 
It is best 
close all valves and bleed the gas out 
the liquid and suction lines and rem 
the unit to the shop for a complet 
overhaul. 


compressor breaks loose. 





Fig. 3—Close liquid line valve at 


receiver. Start compressor and pull 
10” vacuum on liquid line, coil and 
suction line. Close liquid valve at 
coil. Liquid line can now be opened 
to connect dryer without freezing 
large amount of SO, liquid which 
ordinarily lies in liquid line between 
the two liquid line valves 





A.B.C. of Milk-Cooling 


By Theodore I. Glou 

Milk is. generally cooled in thr 
ways: by immersing the milk in cans 
into a tank containing a cold brine, | 
aerating over water and brine aerato: 
and by passing it over direct expans 
aerators. The first two are most c 
monly used and are discussed in 
following paragraphs. 

In tank coolers it is necessary 01 
to compute the load and add a c 
large enough to handle 
load since the tanks usually have 
refrigeration coils designed and pla 
in them by the manufacturer of 
tank. 

In 


pressor 


and water aeration it 
calculate the load, 
amount of brine necessary, size of t 


brine 


necessary to 


line loss and function loss in the b 
pump. 
storage facilities. 


It is also necessary to pro 


In aerating milk it is passed ovet 
aerator at temperatures depending 
the Pasteurized milk usu 
passes over at 145° F. as it strike 


process. 
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Learn why these women bought refrigerators 
4 finished with Du Pont DULUX. Sell their 


sisters and neighbors the same way 



















' “T bought a new refrigerator “When you buy your new 
st today. And you should see the refrigerator, get one with a 
ai beautiful finish on it. It’s the finish that isn’t affected by 
ft . - . : . . 
’ whitest white I ever saw in grease or butter. Mine’s fin- 
f th my life.” ished in DULUX, and finger 
marks won't soil it.” 
ut 
m1 
ipl 
at 
ull 
nd 
at 
ed 
ng 
ich 
en os ° a . 
[ just came from Markham’s "This morning I bought a neu 
store. They have some beauti- refrigerator with the wonder- 
fulneu refrigerators. The sales- ful DULUX finish. I'm so 
man said the finish doesn’t chip thrilled to have it. I wonder 
or crack. He said it was fin- why DULUX isn’t used on 
ished with Du Pont DULUX.” all kitchen appliances.” 
i « 
ne, ° ° ° ry ° + ° 
on HE conversations explain two things: (1) Why _ ceptance by the public of this remarkable develop- 
ins more than 2,000,000 household refrigerators ment by du Pont chemists sets it apart as a major fea- 
_ have been finished with DULUX; and (2) Why ture of every household refrigerator finished with it. 
dealers find that DULUX is such an important fea- A short story of the properties and sales points of 
c ture in closing refrigerator sales. DULUX—and the way to use them in selling refrig- 
le , ‘ : ‘ _ — ec . ee i 
Women want beauty in their kitchens. They want —_erators—is in the booklet, “Selling Made Easier by ‘ 
. . . . ; T T r 7 . . ~ . 7 j ' 
pla lasting good appearance without any trouble or work ©DULUX.” Send for FREE copies to E. I. du Pont ‘ 
in maintaining it. They are glad to find a finish made — de Nemours & Co., Inc., Finishes Division, Wilming- / 
i by a company whose reputation they know. The ac- _ ton, Delaware. } 
1, : j 
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MANUFACTURER 
Because it gives the 
utmost in performance of 
the heating element. 


— 
\) 


CONSUMER 
Because "Nichrome”™ 
heating elements last 
longer. 


DEALER 


Because it brings additional 
sales of appliances equipped 


with 


“Nichrome" 


elements. 





Be 


"Nichrome"™ or 


sure you are getting genuine 


“Nichrome” V made only 


by the Driver-Harris Company, identified 


with dependable electric heat since 1900. 





DRIVER-HARRIS COMPANY, Harrison, 


Cleveland Chicago Detroit 








Hankscraft 


Ege Cookers and Service Sets, 
always popular items, will win new favor this 
fall with the introduction of these two popular 
priced models. Nationally advertised, completely 
supported by merchandising and advertising aids, 
they offer you the opportunity to win a greater 
share of this season's electrical gift business. 















Baby Bottle 
Warmers 


Automatic 





Egg Cooker 
Double Boiler with Poacher 


England France 


NEW 
LOW 
PRICE 


EGG COOKER = 


Model No. 794 


A four-egg capacity cooker, with base, top 
and cord in ivory, and dome in flashing 
chromium. A volume item that will be a 
headliner among popular priced electrical 


gifts. 
*« 


POPULAR PRICED EGG SERVICE . . 


Model No. 800 


No. 794 Egg Cooker in ivory 
and chromium, with four ivory 
egg cups and a colorful tray in 
green, blue or ivory. A combi- 
nation that makes a gift worth 
giving at a price that is within 
the range of the average buyer. 


THE HANKSCRAFT COMPANY 





1012 E. Main Street, MADISON, 
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WISCONSIN 


N. J. 


Italy 





NEW CROSLEY MAN 


Lester C. Stork, who now manages 
the refrigeration-radio service de- 
partment for Crosley 





top or water section of the aerator and 
about 90° F. as it passes over the brine 
section. Unpasteurized milk is about 
95° F. 

Presume we have 100 gallons of milk 
to be cooled once a day from 90° F. to 
45 °F. to be cooled in one hour and 
then stored in a cooler 8’x10’x10’, the 
cooler having 4” of cork insulation. 

It will take .95 B.t.u. 
pound of milk 1° F. Therefore to cool 
it 45° F., it will take 45x.95 Btu. A 
gallon of milk weighs 8.6 lb. One hun- 
dred pounds will weigh 860 pounds. 
Therefore it will take 860x45x.95 or 
38,665 B.t.u. to cool the milk. Having 
computed the milk load it is necessary 
to find out how much brine is neces- 
sary. 


to cool one 


A brine with a freezing point of 
6° F. is used. This brine will weigh 
10 pounds to the gallon. In passing 
over the aerator the milk will be cooled 
to within 10° F. of the brine and water. 
Hence if the 80° F., it will 
reduce the temperature of the milk to 
90° F. Our object is to cool the milk to 
45° F., hence our brine must never go 
above 35° F. To secure this use a 
15° F differential or a 20° F brine to 
start with. 

It will take 
cool 1 gallon of milk 1° F. 
gallon with take 100x45x.07 
gallon brine. 


water is 


.07 gallon of brine to 
Our 100 
or 315 


The brine must be passed through 
the aerator at the rate of 4 gallon brine 
to 1 gallon of milk. Therefore a pump 
capable of pumping 400 gallon per 
hour is used. By consulting catalogs 
of reputable concerns, such as Chester 
Dairies Co., or the Cherry-Bural Co., 
pump and other dairy needs of the 
proper capacity can be chosen. It will 
be found that a 4 h.p. pump will take 
care of our requirements. Assume 
there is 25’ of 1” insulated line between 
the brine tank and the aerator, it is 
now necessary to calculate the loss of 
heat in the lines and pump and add this 
to our milk load. 

A 4 hp. pump will generate about 
650 B.t.u. per hour. 
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¥ Mathco Drain Tub superior- 
ities are not the conventional 
run of sales ‘features’. They 
are definite, visible advan- 
tages which are easy for you 
to point out . . . and easy for 
a woman to understand. 


¥ Stand is made of heavy, 18 
gauge steel e Note the extra 
large caster wheels, 2” in dia- 
meter, made from non-break- 
able rubber composition An 
exclusive ‘“‘Mathco”’ feature. 
e No. 2, extra heavy, square 
galvanized tub has 14 gallon 
capacity. Much heavier than 
most types. Rust and leak- 
proof e First quality drain 
hose with hook and cork e Lac- 
quer finished ingreen orgrey. 


¥ Also supplied as double unit 
with two tubs on one stand. 


Sample model ‘A’ unit $2.00 by pre- 
paid express. Mail your order today. 


Quality Products For 
Over 10 Years 


“MATHCO™ 


PRODUCTS 
<4 ToN, lOwA. V-30g 
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America’s Largest and 
Finest Factory Devoted 
Exclusively to Rebuilding 
VACUUM CLEANERS! 


There’s a big market 
for rebuilt vacuum 
cleaners! If you sell 
Re-New factory re- 
builts you can be con- 
fident that every custo- 
mer will be satisfied— 
that the cleaners will 
STAY SOLD without 
after-the-sale attention. 
Re-New factory meth- 
ods are far superior to the ordinary. Every 
sweeper is dismantled and then completely 
rebuilt—motor and all—paint sprayed, re- 
polished, re-plated, equipped with new 
dust bag, brushes, cords, etc. After rigid 
inspection and testing the iron clad Re-New 
factory guarantee is affixed—your protec- 
tion, Mr. Dealer! 


BIG names! LOW prices! 


Just picture the sales appeal of famous na- 
tionally advertised 
names at prices as 
low as $10.95! Sales 
resistance is knock- 
ed for a loop—now 
everyone can own a 
good vacuum clean- 
er and you can sell 
them — PROFIT- 
ABLY! Hundreds 
of Re-New dealers 
from coast-to-coast 
can’t be wrong! 


LOWEST PRICES ON PARTS 
AND COMPLETE SERVICE! 


We stock parts for all makes and models 
—and offer a complete rebuilding service 
for dealers. Motor rebuilding and arma- 
ture rewinding at lowest prices! We also 
carry huge stocks of washing machine 
parts and a complete line of wringer rolls. 
It will pay you to get Re-New’s prices— 
your best source of supply. 








When in Detroit, Visit Our Factory 


g- NEw 


GUARANTEED FACTORY REBUILT 
VACUUM 
CLEANERS 


Re-New Sweeper Co. Dept. EM1 . 

9591 Grand River Ave., Detroit, Mich. 
Please send me your big new dealer 

* catalog and price list. No obligation. 

Name 

Address 


City State 


























Our brine weighs 10 pound per gal- | 


lon and has a freezing point of 6° F. 
The specific heat of this brine will be 
7 Btu. To secure the number of 
3.t.u.’s removed by one gallon, multiply 
the weight 10 by the temperature dif- 
ference of our brine (35° max.-20° 
min.) or 15 and this result by .7, and 
we find the result to be 105, the num- 
ber of B.t.u.’s removed by one galloa 
brine. Since the pump adds 650 B.t.u.’s 
it will be necessary to add 650 or 6 
105 

gallons of brine for pump loss. 

One foot of 1 inch insulated pipe will 
require 12 B.t.u.’s per hour. 25 feet 
will require 300 B.t.u.’s. To remove 
this it will be necessary to add 2.7 


Our brine requirements are: 


gallon of brine. 300 2.7. Our load 
105 
is as follows: | 
aes 38,665 B.t.u. | 
EE Siidt a cteaennem wes 650 B.t.u. 
Ie aaa kre ty agate 300 B.t.u. 
OE od is cacecat 39,615 B.t.u. 


Tg ual eaten 315 gallon 
Pc adaaebeoele pares 6 gallon | 
RE. hse5adXsaunnuee wes 2.7 gallon 


Total ........323.7 or 324 gallon 


To determine the size of the tank to 
be used, divide 324 by 7.2 (gallons of 
liquid per cubic foot). The result is 
43.2 cubic feet. In as much as a cool- 
ing coil or pipe is immersed in the 
tank, add 10% or 4.32 cu.ft. The tank 
should contain 47.52 cu.ft., use 48 cu.ft. 

The dimensions of a tank of this 
capacity will depend on the space avail- 
able for storage and whether the tank 
is to be used to help cool the storage 
Assume it is to be used to help 
cool the storage cooler, the tank should 
then fill at least 2/3 of the width of the 
A tank 6’x4’x2” will 
serve. This tank will have certain 
capacity of B.t.u. removal. The ver- 
tical surface only will furnish 576 B.t.u. 


space. 


storage cor ler. 


per sq.ft. of surface, this will be used 
later to figure cooler loads. 

Milk bottles and crates after steriliz- 
ing usually have a temperature of 
100° F. It is necessary to calculate 
the amount of heat to be removed from 
these Problem—amount of 
3.t.u. to be removed from crates and 


items. 








What's This? 


Writes correspondent J. P. Kennedy: 
"Raising biscuits on the top of an 
electric refrigerator sounds like a 
Scotchman's trick but what does it 
do to the operating time of the 
unit? Restricting air circulation 
around the coils cuts the efficiency 
but the cold dough absorbs heat!" 
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VOSS has what it takes to give dealers a wide profit and a big 
volume. VOSS discounts are ample to allow trade-ins and make money 


on each individual sale. VOSS’ Exclusive Features, including the 
Famous Floating Agitation and the World’s Safest Wringer, place VOSS 
above price comparison, make quick sales and big volume. When others 
are through in competitive demonstrations, VOSS gives you that extra 
to cinch the sale. 


Investigate this remarkable line which is attracting fore- 


sighted dealers who recognize this popular trend. 2 
. . . EE, 
Ride the Profit Tide with 
VOSS —_ 


Ex - = 


. = 


| 


ml’ | 
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WITH A 
CAPITAL “R” 


by RAILWAY EXPRESS 


Getting them through is Railway Express’ own specialty. On urgent 
shipments, whether they weigh ounces or tons, we can in many in- 
stances give over-night service. Railway Express picks up all ship- 
ments by fast motor truck, forwards them on swift passenger trains, 
delivers promptly on arrival. With 23,000 offices at your disposal 
across the continent, we reach anybody practically anywhere, at 
any time. All transactions are checked from beginning to end by a 
receipt at pick-up and another on delivery, and automatically include 
liability up to $50. It’s a through, personal service, no delays, no side- 
tracking, and no extra charge for this extra-careful handling. @ For 
service or information telephone the nearest Railway Express office. 


RAILWAY EXPRESS 
RAIL-AIR 


NATION-WIDE SERVICE 
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SOLVE YOUR STORAGE PROBLEMS 
BY USING G/W STEEL SHELVING 


Steel shelving is easy to install and can be adapted to individual 
needs and the floor space available. 
wanted and the entire arrangement changed to meet new require- 
ments, or moved to a different place with 100 per cent salvage. 
enamel 


Units may be added when 


Built entirely of steel with baked finishes, it does not 


deteriorate and lasts a_ busi- 
ness lifetime. 

The facilities of our 
neering Department are 
available to help solve your 
storage problems. Ask the 
| Globe-Wernicke dealer in 
your city 













Engi- 


about our service, 


or write direct to us. 











Globe-Wernicke 


Cincinnati, Ohio 
MAKERS OF OVER 4000 ITEMS NEEDED IN OFFICES 











LOOK AT THOSE 
SALES CLIMB 


What a money-maker for live dealers! 







This chart shows the sale of Permutit House- 
hold Water Conditioning Equipment. 
the tremendous 


Notice 
in volume. People 
want the comfort, convenience and economy 
of softened water with the safe, simple, low- 
cost Permutit softener. That is why Permutit 
Softeners are easy to sell. 


increase 


Add Permutit household 
water softeners to YOUR Line 


We back you with national advertis- 
ing, direct mail, local newspaper ad- 
vertising and a complete sales train- 
ing course. Write for details and 
dealer proposition. 





THE PERMUTIT COMPANY 


| Room 711 
330 West 42nd St., New York City 
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bottles sufficient to hold 100 gallon of 
milk—100° F. to 4 
ture difference is 


5° F. The tempera- 
55° F. 

The weight of a quart of milk and 

bottle is 2 

? 


pounds, the specific heat 
3.tu. The weight of an average 
wood crate is 16 pounds and the spe- 
cific heat .6 B.t.u. 

12 (bottles per hour) X2 (weight of 
bottle) 2 (specific heat) 55 (tem 


perature difference ) 264 B.t.u. 


16 (wt. of crate) X.6 (Sp.ht.) 55 

528 B.t.u. 

Total for 3 gallons (12 quarts) 
792 B.t.u. (264 + 528 = 792). 

Total for 1 gallon—264 B.t.u. 

Total for 100 gallon—26,400. 

Our cooler is 8 'x10’x10’ with 4” 
cork. To figure this load see article in 


“Electrical Merchandising,” May issue, 
The load is 78,336 B.t.u. 

We now have the 3 loads to be con- 
sidered in choosing our 
unit and equipment. 


page 70. 
condensing 
Cooler load 


Bottles & crates 


Milk 


78,336 B.t.u 
26,400 B.t.u. 
..99,615 B.t.u. 


144,351 B.tu. 


\erating 
lotal 
Hence a machine capable of remov- 

ing 144,351 B.t.u.’s is needed. Re- 


duced to pounds of ice it is 1000 Ib. 


(144,351 144). 
One square foot of vertical tank 
surface removes 576 B.t.u. Since our 


tank is 6'x4’x2’, the verticle surface 
is <6’ X2’ = 48 sq.ft 
2’« 4X2’ = 16 sq.ft 
64 sq.ft. 

and has capacity to remove 36,864 


B.t.u. The difference between 144,351 
and 36,844 107,487 B.t.u. to be fur- 
nished by an auxiliary coil or forced 
air unit. 

If one compressor or condensing unit 
is used, it will be necessary to connect 
an automatic shut off valve to stop re- 
frigeration in the auxiliary coil or 
forced air unit, when the proper tem- 
perature is reached in the storage 
cooler. 

\ compressor for the brine tank and 
one for the cooler with capacity to cool 
the crates and bottles is a desirable 
hook up 


MAKES and MODELS 


FRIGIDAIRE 1936 (Sealed Units) 
—Motor refuses to run Remove 
switch cover plate and pull out switch. 
Remove terminal box cover and use 
the two screws from the box cover to 
tighten the jumper strip as illustrated. 


Jumper is makes 


rivetted and 


poor 
connection 





FRIGIDAIRE 733, °34, °35, ’36 
(Sealed Units)—Unit hums for sev- 
eral minutes before motor starts. 
Relay is defective. Remove food from 
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A Sensation Everywhere. 


USALITE "Ped Stead ° 
SAFETY FLARE-LITE 







PATENT 
PENDING 





Its “RED” 
flare protects 
motor ists, 
campers, hik- 
ers, everyone 
—everywhere 


The last 


word 


flashlights —in flashlight profits 


in all-purpose 


Practical—smartly designed—revolution 
ary in_ principle. Its powerful white 
beam lights up the dark spots. Its 
“RED” widespread lantern flare protects 
you. Its new all-position bracket hanger 
enables light rays to be directed at any 
angle leaving hands free. The eventual 
flashlight for everyone—every where. 
Safety Councils says—the last word in 
practical safety devices. Heads of Police 
Dept’s. and Highway Commissioners are 
adding their word of approval. Popu- 
larly priced—retails $1.25 complete with 
Usalite extra duty batteries. Striking 
window streamers—colorful merchandis- 
ing displays—FREE! 
CASH IN ON NEWEST AND BEST FLASH- 
LIGHT OF ALL! Order Promptly. 
prominently. Profit immediately 


UNITED STATES ELECTRIC MFG.CORP. 
222 West 14th St. New York City 
Chicago—323 W. Polk Street 


Feature 























Built we 


Smartly modern appearance and 
easily demonstrated exclusive fea- 
tures make Horton washers and 
ironers easy to sell. In-built quality, 
in every hidden detail assures de- 
pendable operation—means satisfied 
customers and no service problems 
Ask your jobber, or write direct for 
complete information about the new 


Horton line 


HORTON MANUFACTURING COMPANY 
3602 Osage St., Ft. Wayne, Indiana 
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box, lay box in back on the floor and 
change the relay. Unit will not start. 
. Apply test cord shown in the ac- 


Why Wilcolator Oven Controls 


Door bell 
_-push button 
switch 


2 wire cable 


3wire cable 


~« 6' 

















is all it takes to point out the 


ae ° ” 
Date-line” on an Eveready companying drawing in place of three 








ED” Battery when you sell it. Only | motor leads which ordinarily go to the 
ects 7 » . 
~s one second .. . relay. Press the test button. If unit 
_ starts, relay is defective. Replace. It 
ere BUT IT MAKES YOUR STORE the unit does not start replace the unit. 
A BETTER STORE... 
— . ‘ . FRIGIDAIRE ’33, ’34, ’35, (High 
for it instills confidence in A : i g 
— ; Side Float)—On and off switch keeps 
fits your customers. It shows them jumping to off position . . . Check for 
that you sell the best... that in lack of oil in motor, oil-logged coil 
tion , . . . - ’ : ; 
your store they get full value (compressor short of oil due to oil- - ‘ ; : . i 
_— y y8 fi | Seas :* on i: aie ee Ir PAYS to feature ranges equipped with Wilcolator oven controls 
ects for money spent. as oe cares —pays in real dollar and cents profits. The many features found 
— element in switch makes job shut in Wilcolator help you “trade up”—to sell higher-priced, more profit- 
tual off when motor draws’ excessive able ranges—to get away from low-price competition. 
current. Oil the motor, slip off the _ Then too, when you sell a Wilcolator equipped range you know that 
1 in . Pe aap ene: Mh rT... it will give real satisfaction—that it will maintain all degrees of tem- 
Dlice belts and try for a worn bearing. Try 2 “ “ “ae 
prone ‘ . the perature accurately, withstand accidental abuse, and require a mini- 
—- EVEREADY turning the flywheel to determine san at savion. 
with 


whether the compressor is stiff due to Manufacturers know it too. Wilcolator oven controls are used by 


more manufacturers of electric ranges than all other makes combined. 


ihe BATTERIES 


lack of oil or due to head pressure. 


en ARE FRESH-= ‘:: 
= |] | ekrreme coum «6 VV ILCOLATOR 





The Wilcolator Company, Newark, N. J. 

















Defrosting} 
Switch /ever 








WOlk hd Ja Jahal- 1 ida 2:7 








Electrical Dealers: 


GET INTO THE PROFITABLE 
FIELD OF HOME HEATING 


Install gauges and purge air if exces- 
sive head pressure is found. Add } lb. 
of oil to the compressor if an oil-logged | 
coil is found. Start the machine and 
apply hot water to the ice cube trays. | 
The oil will free the compressor and | 











5 NOTHING LIKE THE 
ARCHER FUSH 
TAIS SHARP-SHOOTING FISH SIGHTS 
A BUG ON A BOUGH, KNOCKS HIM 


OFF BY SPITTING A DROP OF WATER AT 
HIM, THEN EATS THE HAPLESS BUG 








‘> NOTHING LIKE GULF 


ELECTRIC Q-MOTOR OIL 











THIS IS THE 

ONE OIL MADE} 

SPECIALLY FOR 

ELECTRIC REFRIG- 

ERATOR AND WASHER MOTORS 

NOTHING LIKE IT ON MARKET. 
FEATURED IN COLLIER’'S — 
PUSH IT AND PROFIT. 


GULF ‘woror 











the hot water will drive the oil out of 
the coil. 


FRIGIDAIRE 733, ’34, (Early 
High Side Float )—Job defrosts before 
compressor starts each cycle . . . Dif- 
ferential screw has worked loose. Its 
position is shown in the accompanying 
illustration. Remove switch escutcheon 
plate. Install low side gauge and allow 
job to cut out. When low side gauge 
climbs to 5 Ibs. per sq.in. turn the dif- 
ferential screw clockwise until the job 
starts. Check at least 2 cycles, after 
which take a small piece of hydrolene 
for the top of the cabinet and cover 
the screw. 


CROSLEY (Refrigerators )—Ma- 
chines run all the time, do not freeze 
properly ... Job short of gas. Test 
for leak, using 28% ammonia at the 
capillary tube. A very small leak de 
velops in this tube where it enters the 
cabinet. Remove the unit to the shop, 
complete discharge it and install a new 
capillary tube. Be sure to use the cor- 
rect type for the particular model on 









THE MARR 
OIL BURNER 


This compact appliance, which 
perfectly heats a 5-room cottage 
or a 20-room home with equal 
ease, affords you the ideal oppor- 
tunity for expanding your business and 
your income. Simplest burner ever in- 
vented—no other like it. Twenty-five 
thousand already in service. Operates 
with 1/20 h.p. electric motor—burns low grade fuel oil in the form of 
a perfect gas flame. No moving parts except a small fan. One size to 
stock—fits any furnace or boiler. 


The only pow- 
er conversion 
burner li 
censed under 
Breese hydrox- 
ilating patents 
Operates on 
same Breese principle as 
used in hundreds of thou- 
sands of oil-fired circulat- 
ing heaters made by leading 
stove manufacturers, 


Marr dealers are making big money—you can too! 


Over 25,000 satisfied families and building owners are heating with this 
marvelous MARR oil burning appliance. A sound and complete sales 
plan including fine literature, floor displays and merchandising helps is 
ready for the right dealer in your territory. Write us today. 





7 which you are working. There are four FRANKLIN OIL HEATING, INC., DEPT. E, COLUMBUS, OHIO 
For further information, write Gulf Petroleum different ones. 
Specialties, Gulf Building, Pittsburgh, Pa. 
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The 
S 1 


ae CONTINUED FROM PAGE 35am 


tuation— 


} 


that the oil 
is not mentioned as 


It is quite apparent 


burner itself fre 


] 
1 





quently during the course of a sales 
prospect 
company 
make 
salesmen openly 


il burner 


an oil burner 
ot 
installation 


burner 


presentation to 


Boiled over? ® « 
no harm done 


prestige the and 


the type of they 

Many oil 
tell 
is just as 


hey 


ot inst 


their prospects that one O 


good as another 


emphatically stress the type 


illation, and the service of the 


ympany that’s behind it 


Cost Selling 





lo } in | burner sale, some 
ilers throughout Greater New York 
vecause oO! keen competition, are 


ittings, 1 other 


just wipe it of f\2 a 


ant 


in 


up a unit 
n, at cost price. This business 
ondition surely saves money for the 
| # Ss a consumer, but the dealer sacrifices 


he is duly 


CHROMALOX °* oe 


| 
sible in stimulating automatic ol 
degree 


heat a consiat rable ~ ° 
Super- peed \ few word expressing con 


| 
nplete 


satisfaction of an automatic oil heat 
RANGE UNIT nstallation by a user to an oil burnet 
prospect carries more weight than 
Common kitchen accidents such as ul f sales talk by a salesman 
that pictured above occur in the best t is therefore t important t 
regulated kitchens—but they leave the take your prospects to your fied 
Chromalox Super-Speed unit abso-  yse: to successfully consummate 
lutely unharmed. Not only that—a 
few strokes of a damp cloth remove \ good automat eat alla 
every vestige of the occurrence. tot ill act as a silent salesman mn 
This Chromalox feature is a power- ehalf of it iket hen seen by 
ful selling foree. Use it—whether = frien ts prou ind cor etely 
you are selling Chromalox-equipped e 
ranges, or replacing a burned-out unit 
of other type with a Chromalox unit. 
Don't forget, too, that it cuts down Fuel Dealers 
the “trouble-calls” that take some 
of the profits out of the range busi- Coal «ng nd oil fuel dealer 
ness. Once sold, a Chromalox unit al aad Greater New York City 
stays sold—and demonstrates its su- sai pt ‘nto the oil burner business 
periority in cooking speed so forci- seaiamia Many of them are looking 
bly, that very often new replacement eel and planning to sell automatic 
business results. A housewife who has alt tenet to hots old accounts, so they 


one Chromalox unit on her range 


quickly understands that it would cost 
really nothing to replace all units with 


could retain them as fuel oil customers 
These fuel company’s have excellent 


opportunities in developing a lucrative 


Chromalox, since they save their cost oil burner and fuel oil business by 
in cooking speed in short time. consistently developing automatic oil 
e heat, and oil fuel prospects out ol 
heir old accounts 
There are real profits in replace- here are some fuel oil dealers who 
ment business. Get your share— are offering free oil burner service for 
with Chromalox Units. 





an indefinite period of time, as long as 
. LO} the oil burner customers buy oil 
ate It would be proper and fitting to 
remind all the oi! burner dealers who 
wish ft remain in business tor a 
period of time, to remember that the 
: iltimate succe of their business 
° Mail with your business letterhead enterprise will depend entirely on 
. 
= ‘ erating efficiency of their Serv- 
. EDWIN L. WIEGAND CO. - Bh dD “s a 
— in nst itior epartments i 
® 7525 Thomas Bvd., Pittsburgh, Pa. : ; 
H goressiveness ol thei Sale 
° T 
: Send me the “Chromalox Plan” Book. = |/* tmen 
: The successful oil burner dealer will 
ad ‘ ‘ ‘ 
5 Name thu ult uundation tor alr 
: ditioning in the home \ most 
4 ‘ 
> Position pr nlising vy he ld or end ivol 
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Oil Burner 














SERVICES 


ACCESSORIES 


UNDISPLAYED RATE: $1.00 oa line per insertion. Minimum charge $4.00. (First 
line in small black face type). Prectione of a line count as a line. iscount of 10% 
if full payment is made in advance for 4 consecutive insertions of undisplayed ads. 

DISPLAYED RATE: 1 inch $12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 per in. 
12 inches—$10.50 per in. (An advertising inch is measured’ vertically on one por Bmedy 
There are 4 columns—48 inches to a page.) 




















REFRIGERATION 
PARTS and SUPPLIES 


SEND FOR OUR Mew CATALOG 


If you are engaged in the business of servicing or selling refrigeration you 
should have a copy of our new 96 page SUMMER catalog. Write today on 
your letterhead. We sell to the trade only. 


Oe oy oe ed el > 





™ The HARRY ALTERCO., Inc. 


MAIN OFFICES 1728 S&S. ) Michigan Ave., CHICAGO, ILL. 
CLEVELAND, OHIO ST ouls, 

4506 Prospect Ave. 2315 Washingto Ave. 
GIANT Portable 
NITE 
COOLING FAN 
No Installation Cost 


You can effectively cool 3 


NEW YORK CITY 
161 Grand St. 








Note! Dealers and Service Shops 


VACUUM 
CLEANER 


Replacement Parts! 

























or 4 bedrooms 10° or 12° 
and provide a splendid f j i] 
breeze through every room. Every masped Rebuilding 


time you put a demonstrating unit 
in a home on a hot night, you 
\ bave made a sure sale. 
\ Also permanently installed units 
\ of highest quality U. of L 
Nite Fan cooling data sup- 
plied free Write today. 


Russell Electric Co., Mfrs. 


3445 W. Huron 8&t., 
Chicago, Ill 


Washing Machine 
Parts and 
WRINGER ROLLS 


FREE CATALOG! 


Our big 84 page 
catalog lists thou- 
sonds of parts ond 
service. Write for 
your copy — FREE! 


Trade-in Cleaners 
Rebuilt Like New! 














SWEEPER Co. 


9593 Grand River Ave. 














DETROIT, MICH. 


ARMATURE 
REWINDING 








DUST BAGS 


VACUUM CLEANER DUST BAGS $30 per hun- 

dred. The best replacement bag on the market. 

Universal Sales Syndicate, 130 No. Warren St. 
J 

































































Trenton, N Motor Repair—All Types 
- , We stock vacuum cleaner parts. 

_ NEW ADS Write for prices and Catalog. 
New advertisements for | the October | issue _ of WILLMAN ELECTRIC Co. 
Ziectrical Merchandising shou received a f 
i tak alee tf ing shoul 24 = 12506 Dexter. Detroit. Michigan 

" " 
OPPORTUNITIES 
SALES EMPLOYMENT 
BUSINESS—MERCHANDISE 
RATE: 15 CENTS A WORD, UNDISPLAYED. SEE LAST ISSUE FOR DETAILS 
= This ,DEALERS—JOBBERS 
RADIO! REE rite at once for protected territory 
Rese || RA RNERS - $62° 
alia CATALOG NGE BU Comple - 
“ Over 10,000 items ir Complete line of range burners, cir 
this big catalog in lating heaters and hot water heaters 
cluding radio receiv . 
, Lafayette Mfg. & Dist. Co. 
s onally k . 
oy gga pe —" 28-30 Portland St., Boston, Mass. 
broadcasting equip 
ment at lowest whole POSITION VACANT 
sale prices A cata — - 
7» Red a — tc BUYER AND MANAGER wanted for ele« 
Gealers ane service trical appliance department Man with 
we ote — — executive ability and thorough experience 
a i ae desired to take charge of electrical appli 
" ” ance department in large store in Middle 
, . aS a td nr Pl West Must be an aggressive merchandiser 
BL RSTEIN-APPLEBEE co. ind able buyer State age, references and 
> . salary desired P 471, Electrical Merchan- 
1012-14 MeGee St., Kansas City, Mo. dising, 520 No. Michigan Ave., Chicago. tl. 
SALES OPPORTUNITY ‘OFFERED 
MENTION OF SALE SME N WANTED Complete line of 
ELECTRICAL MERCHANDISING electrical supplies, appliances, lighting fix- 
will be appreciated by the tures, etc. High commission, exclusive ter 
advertisers and the publishers ritory SW -472, Electrical Merchandising 
920 No. Michigan Ave., Chicago, Ill 
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Sell a Cleaner 
that 
STAYS 
SOLD! 









THE NEW 


—PRRORESS 





-_ 


VACUUM CLEANER 
and Air-Purifier 


i Model 9—Made in U. A. ) 
. S. Patents 1765784 a 2008067 
\ Other patents pending 


When is a profit not a profit? When the 
merchandise you sell comes back. When 
servicing cost eats away the discounts. 
When customers become dissatisfied. 

Don’t be fooled by promises of quick 
profits. Under-priced machines cleaners 
that are made to sell instead of serve 
make losses in Appliance Departments in 
the long run. 

With the New PROGRESS, each user is 
a booster. Every sale is a sale—because 
there are no comebacks. 

Why? Because the PROGRESS is made 
by engineers who have 17 years’ experi- 
ence in manufacturing the Progress. Be- 
cause the Progress is known all over the 
world for its outstanding workmanship 
any performance. 


EXTRA VALUE 


FEATURES 
Why “Progress” is the 
only cylinder-type 
cleaner to sell 


@ The new carpet nozzle (pat. appl. for) 

picks up all thread, lint and surface 

matter. Attachable floor polisher fur- 
nished without extra cost. 


@ New chemically treated filter pad that 
traps germs and provides complete air- 
purification (pat. appl. for)—sanitary, 
removable. 

@ Super-suction, yet nearly noiseless. 
Washes the carpet by air—without 
harming the nap. 


@ Backed by a sound sales plan. Com- 
plete dealer helps available. 


* 


Write today for complete informa- 
tion on securing exclusive dealership 
in your territory. 


* 


PROGRESS VACUUM CORP. 


Sales Office and Factory 


1814 E. 40th St., Cleveland, O. | 
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EHFA Carries On 


Continued From Page 32 —— 





RFC’s many activities, settled down in- 
to a business, and fell heir to the con- 
servatism normally associated with the 
banker,. rather than the promoter. If 
other localities want to use EHFA’s 
plan, let them come in and say so; if 


they don’t come in, probably they don’t 


want it. That is not an unfair summary 
of EHFA’s later attitude. 

Nor is it just to measure the useful- 
ness of its efforts by the results ac- 
complished, for the primary purpose of 
EHFA is to promote the use of elec- 
tricity, not to build volume. If power 
rates come down, if financing charges 
grow more reasonable, if domestic 
power consumption increases under 
private rather than government aus- 
pices EHFA is just as well satisfied. 
For this reason figures on its volume 
of business are not released. They 
are apt to be disappointing. For the 
tendency is more and more for private 
capital to move in and either match or 
underbid EHFA terms—and that, say 
its officials, is just exactly what they 
want. 

So it continues its conservative way, 
trying to do just enough business to 
keep private finance companies in line, 
but not so much as to become a 
nuisance to itself. 
that there is a mild boom in progress, 
and there are veiled hints at a startling 
announcement from the far West. But 
there is no need yet for private capital 
to flee from the field. 


Indications now are 





Closets for 
Washer Deals 


4 b+ CELINA Portables in your 

fall washer promotions. Women 
see immediately that these improved 
tubs belong right with that new wash- 
er you want to sell them. A good 
combination offer on the deal often 
gets the name on the dotted line. 
CELINA Tubs are pleasingly modern- 
istic in appearance and up-to-the- 
minute in practical design. Full capa- 


| city; easy to move and fill; quick to 


to drain. Strongly built; smoothly 
constructed; durably finished in lus- 
trous enamel. Color combinations to 
match leading makes of washers. 


A high grade item, good any time. 
Shipped nested to save freight and 
storage space. Write or wire for com- 


| plete description and prices. 






CELINA CELINA, OHIO 
NN 


1936 





trot, Water 
toktable 


This newly invented heater provides fan circulated 
The dry, unpleas- 
ant heat direct from elements is eliminated. 
heat flows like a warm summer breeze. 


“hot-water heat” from electricity. 


No open, red-hot wires—a new safety feature. It 
is healthful—does not burn oxygen from air. Altho 
only 13 in. high, it contains 1,032 sq. in. copper heat- 
heat radiating 
It is sold with a 


transfer surface. The non-freezing, 
liquid is sealed in—no refilling. 


5-year GUARANTEE. 


This portable heater will bring you a large profit 


on every sale. 


Write TODAY for prices and discounts. 


HEXCEL Radiator Co., Racine, Wis. 





Gentle 








This efficient vapor type portable humidifier obso- 
letes the water-sprays which, while partially humidify- 
ing the air, precipitate moisture on furnishings and 


absorb room heat. 


The HEXCEL circulates pure, refreshing vapor from 
It conserves fuel by raising 
Air is filtered and 


14 pints water hourly. 
(instead of lowering) temperature. 
fan-circulated. 


It holds 2'4 gal. water. 
electricity when water is consumed. 


Weighs only 25 Ibs. 


Automatic cut-out shuts off 


; Patented “float- 
ing-element” construction heats, as needed. only very 


small portion of water in all-copper water chamber. 
Ideal for homes and offices. 


Write TODAY for prices and discounts. 


HEXCEL Radiator Co., Racine, Wis. 








The CELINA MFG. CO. 
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I tl torv of Don 
Bre t Sp held Mass., 
and the tormation of the New Eng 
lar Kitchen Planning Institute p1 
sents an entirely new approach to the 


mmplete electric kitchen 
It vorking there and the plan con 
lamental practice that can 
be adapted just as easily for anv other 
country 

In another, the story of the personal 
that has been 
inaugurated in Portland, ©.. to handle 

1; 


kitchet plant ng service 


the great public demand for indi- 
idual kitchen plans, shows how a 
utility company met the same problem 
nd solved it. In both stories, gener 
alization ibout modern kitchens and 


} vty , +) ¢ 


backed up 
with a plan were done away with. It 
wa re ognized that to sell the elec 


en, plans had to be tailored to 


was not 


mer’s requirements 


ler or distributor or utility 


npany that believes kitchen mod 
merely a promotional 

ovement, designed to aid in the sale 
of large unit appliances, will find food 


ental activity in these 

companies who are 

usil tchen modernization to sell 
f plete kit- 
where it 
impossible to sell a 


ind are selling con 


instances, 
1 


Was pre usILy 


ce 


v 
THE HALL OF FAME 
“T DIDN'T see the Selling Hall of 


me in your current issue,” 
vrite ninent manutacturer, 
ind | hope you are not giving up 


such a splendid idea. Chere is too 


little attention paid to the salesman 
ducing business out on the 

No, we haven't given 

he Ca But it 1s iy od time to 

I tha e can't be 

¢ once ind getting 


1 
iiesmen 


r outstanding records 
lf vou have a real 
ur l rganization 
shot and a hundred 
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In This Issue—September, 1936 


Moffatt 


The Merchandising Month—®y | 


The Buyer ls Not Dumb 


“Comparative buying" and experience in the use of appliances gives 
the prospect an edge on many a salesman trying to sell her— 
8 serald FE + 


Dy } eaman 


Women Interviewers Cinch Demonstrations 


How the Nicolay Co., in St. Louis use women as prospect hunters in 
cooperation with salesmen-closers to get refrigeration sales—B, 


Barmar 


Howard 


Action Windows 


A new series of windows and how to build them to get movement— 


By l \ ane 


The Statistical Barometer 


A page of appliance sales statistics at the three-quarter mark—By 


Selling Lighting Means More Than Selling Lamps 


The remarkable record of the Montana Power Company in promoting 
sales of lighting equipment—and especially |. E. S.—By otilde 


The Growing Pains of the Vacuum Cleaner 


The old rememberer casts his agile mind back on another fascinating 
period in “This Romantic Business’—By Frank B. Rae, Jr. 


What Is a Good Electrical Dealer? 


Ray C. Cosgrove, manager, Household Refrigeration Sales for Westing- 
house is interviewed by a staff editor on smart appliance selling 


National Advertisers Should Consider Arthur Young 


The story of a dealer who has sold 700 of his town's 900 people—By 


F. Black 


Out in the Open 


A dealer uses an adjacent alley to get more demonstration space 


E. H. F. A. Carries On 


The latest dirt on the government's appliance financing agency 


Peak Season for Table Devices 


Some unusual sales slants on small appliances that should help you. 3 


Higher Priced Washers Sell in Small Towns 


Brown Hardware Store in Marengo and how they sell “up” 
Editorials 


“Fair Days 


Pictures from the Dallas and Cleveland expositions 


Small Appliances Sell in Summer 
So says Vinson-Carter Electric and tell how they do it 


A Follow-Up File That Converts Lookers Into Buyers 


Here's a filing system idea for those odd prospects 


News 


All the news of manufacturers sales plans, new positions, etc 
A Review of New Products—ty Anne A. Noone 


Service Section 


. 80 


ELECTRICAL WOMEN 
To the Editor: 

You have on several occasions aske 
for suggestions which would be 


help to your readers. Here is 
suggestion : 
' Why not have a real “Woman 


Page.” There are a great man 
women helping their husbands in th 
smaller Electric shops, such as our 
I read the “Merchandiser” regular], 
2 and find many things of real valu 
I have often thought that a page de 
voted to experiences and suggestion 
of your women readers would be o 
real interest. I, for one, would enjo 
hearing from other women in th 


4 : P 
electrical industry. I am sure ther 
are many women who know mor 
about actually operating househol: 
appliances than the average salesman 
6 I feel sure we women could help eac! 
other. 
Why not ask some of your wome 
readers what they think of the idea 
10 Mrs. C. A. METZGER, 
Hartford, Con 
v 
12 


WITH THE STAFF 
of the articles you see in 


M ‘ve 
16 the magazine with a West Coast 


date-line come from the steaming type- 
writer of Miss Clotilde Grunsky, our 
Pacific Coast editor. She took a trip 
east recently, driving all the way 
with a couple of young relatives. And 
while she visited Yellowstone and 
Boulder Dam and all the other sights, 

t enough away 


she couldn’t get far 
25 from the job to neglect seeing power 
company men, dealers and distributors 
everywhere she stopped. The result 
has been a bunch of good articles on 
electrical merchandising which will 
appear in early issues. 

In addition to her knowledge, 
32 gained through long experience with 
McGraw-Hill, on merchandising prob 
lems and methods, Miss Grunsky is 
familiar with many power company 
1A problems. Her father was one of the 
most prominent electrical engineers 
on the Pacific Coast. 
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A. Adjustable {telescoping} Pressure . Single semi-elliptical spring  €. Self-lubricating lower roll bearings. 


Screw — primary Lovell feature. 


B. Spring Clip—holds Pressure Screw 
at exact center of spring. 


provides balanced pressure. 


D. Self-lubricating upper roll 
bearings. Can't soil clothes. 


pressure gauge used 
to determine exact pres- 


Exclusive 


\ Lovell hydraulic 


sures obtained through var- 
“| ious adjustments of pres- 
a sure screw and to chart 


. pressure variations 





during wringing 
operation. 


First Operation: Cutting 
spring to exact length from 
bars of highest grade spring steel 


made to Lovell's rigid specifications. 


Second Operation: Forming 
of spring and debossing of 
seat for ball end of pressure screw. 
After forming the spring is care- 
fully tempered in oil by experts. 


Third Operation: Up-setting 
of spring to insure perma- 
nency of configuration. This is also 
a testing operation that discloses 
any defects in metal or tempering. 


Fourth Operation: Spring is 
next heavily plated with Cad- 
mium to make it rustproof. Cad- 
mium is used by U.S. Government to 
coat those parts of seaplanes that 
come in contact with the salt water. 


Final Operation: Attachment 
of spring clip at exact center 
of spring. Clip provides permanent 
grip of ball end of pressure screw 
and prevents slippage of screw off 
center when pressure is applied. 


F. Lovell band-made rolls. 
G. Lovell unbreakable shafts. 













HE MAKING of aLovell pressure spring 
T is a very special process. First, the steel 
must be of highest quality to withstand the 
millions of flexures that occur during years 
of hard usage. Second, length, breadth, and 
thickness must be of exact predetermined 
dimensions. And the tempering must meet 
the most rigid specifications. 


If this spring is too stiff, the roll shafts and 
rubber must absorb too much of the pressure 
strain. If the spring is too flexible, the rolls 
will not adequately perform their part of the 
job of pressure cleansing. In other words, the 
resistance of the spring and the resiliency of 
the rolls must be in carefully balanced re- 
lationship. Only in this way can fabrics be safe- 
guarded, varying thicknesses accommodated 
and correct dryness of materials accomplished. 


By using only one semi-elliptic spring with 
adjustable pressure applied at the exact 
center, Lovell is able to balance the pressure 
evenly across the entire drying surfaces of 
the rolls. Balanced pressure insures thorough 
drying of the thin outer edges of garments 
as well as the thick folds at the center. 


The efficiency and uniform high quality of 
Lovell wringers is made possible by the 


fact that Lovell (and Lovell alone) builds 
every part of its product in its own plant. 


LOVELL MANUFACTURING CO. « ERIE, PA. 
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PREMIER DEALERS MAKING MORE MONEY WITH 


Mo Special Combination Offer! 





2 fast-selling, motor-driven brush cleaners 
now offered at the combination price of $39.95 
retail... and the customer’s old cleaner 


Fyne den AGO Premier announced its new special 
combination offer to dealers . . . two smooth-running 
Premier motor-driven brush cleaners to retail at the astonish- 
ingly-attractive price of $39.95 and the customer’s old cleaner. 
This offer has been a whirlwind success. Orders have poured 
in from Premier dealers. Volume, not only on this special 
offer but on the entire Premier line, has shot up. Premier 


dealers are making real money . . . quickly and easily. 






PREMIER DEALER 
SHARING PLAan 
‘el i 


ee = 
Here’s a plan that brings greater 
O c 
to EVERY Premier dealer 


Heard about the Premier Dealer Profit Sharing Plan? It’s a new 


profits 


and complete promotional program to get more business for every 
Premier dealer. It consists of: forceful sustained advertising in 
America’s greatest women's magazines—Good Housekeeping, Ladies’ 
Home Journal, Woman’s Home Companion, Collier's, Saturday 
Evening Post; systematic newspaper campaigns... 
. .» booklets. . 


dising aid to help Premier dealers sell more vacuum cleaners— 


window displays 
. contests . mailing pieces —in short every merchan- 


and make quicker profits. 


Whether or not you are a Premier dealer now, you should take steps 
to share in the increased vacuum cleaner volume that this great, new 
plan is creating. Study the complete line of Premier quality vacuum 
cleaners. Then... write us and we will present to you the Premier 
Dealer Profit Sharing Plan. And... we will explain how you can become 
a Premier dealer and benefit from the aggressive sales promotion 
that is in back of every Premier vacuum cleaner model right now. 


Premier 


ELECTRIC VACUUM CLEANER CO., 








The Standard Premier “37” plus the 

new sensational Premier" 136” motor- 

driven brush Pic-Up. Both for $39.95 
and the customer's old cleaner. 





The Premier Duplex 8 with Search- 
Lite and 2-speed motor —The Standard 
of Vacuum Cleaner Excellency. 





Premier “47"— with Search-Lite . . 

a lower priced model with dozens 

of features usually found only in the 
highest priced cleaners. 


3 














Premier Spic-Span, Model 34—The 

Handy cleaner with 101 uses— 

Another outstanding value for the 
price buyer. 


DIVISION 


INC. © CLEVELAND, OHIO 








